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Abstract 
The population in the United States is expected to increase an estimated 42% by the year 
2042; ethnic minorities will become the majority group. Marketing executives must 
understand the environment in which consumers from diverse cultures respond to 
marketing stimuli. The purpose of this multiple case study was to explore the strategies 
senior marketing executives use to implement successful multicultural marketing 
campaigns. The target population consisted of senior marketing executives from 3 
profitable companies in the state of Michigan with experience in the implementation of 
successful multicultural marketing campaigns. The conceptual framework was the critical 
multicultural marketing theory. Data were collected from semistructured interviews and 
organizational documents. Data were analyzed using Yin’s 5 stages of analysis: compiled 
and organized, disassembled into fragments, reassembled into a sequence of groups, 
interpreted for meaning, and conclusions were drawn. Methodological triangulation and 
member checking were used to validate the trustworthiness of data interpretations. The 
findings showed 3 emerging themes: marketing using diversity and inclusion strategies; 
segmentation, target marketing, and positioning strategies; and cultural competence 
strategies. The information gathered in this study is valuable to current and future 
marketing managers with an interest in marketing to multicultural consumers.  The 
implications for positive social change include creating and sustaining an environment of 
inclusion that proactively and strategically engages underrepresented populations of 
consumers.
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Section 1: Foundation of the Study  
The expansion of market share in a globally plural and emerging cultural context 
requires marketers and policymakers to develop a clearer understanding of how 
consumers from different cultures correspond to products, services, or consumption 
practices in their daily life (Le, Polonsky, & Arambewela, 2015). From a management 
perspective, it is important for companies to enhance multicultural awareness and 
sensitivity to cultural differences as major components of success in the world’s 
marketplace (Tian & Borges, 2011). Le et al. (2015) reported that marketers use 
multicultural marketing to target and communicate with ethnic minority groups in 
culturally diverse societies. The multicultural marketing debate has led researchers to 
explore whether diverse cultural groups require specific marketing approaches (Burton, 
2002). The purpose of this qualitative case study was to learn prolific strategies senior 
marketing executives use to successfully implement multicultural marketing campaigns. 
Section 1 of this study includes the (a) background of the problem; (b) problem 
statement; (c) purpose statement; (d) nature of the study; (e) research question; (f) 
interview questions; (g) conceptual framework; (h) operational definitions; (i) 
assumptions, limitations, and delimitations; (j) significance of the study; and (k) 
comprehensive literature review.  
Background of the Problem 
The U.S. population will increase by 42%, with the largest increase coming from 
ethnic minorities, which will lead to the combined ethnic minorities becoming the 
majority by 2042 (U.S. Census Bureau, 2014). As the population in the United States 
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continues to diversify as it grows from 310 million to 439 million within a 40-year span, 
the buying power of ethnic minority groups could increase concurrently with population 
growth (U.S. Census Bureau, 2014). Companies seeking a competitive edge may 
incorporate varying value proposition strategies in their marketing campaigns to garner 
loyalty from customers across multiple cultures. The Nielson Company (2015) suggested 
that multicultural consumers might be the key to the future due to the volume or 
economic influence and their unprecedented influence on the attitudes and consumption 
habits of consumers not from the dominant culture, which expands the multicultural 
market opportunity. 
Le et al. (2015) contended that marketers use multicultural marketing platforms to 
target and communicate with ethnic minority groups in culturally diverse societies. 
Burton (2002) proclaimed companies use multicultural marketing to place emphasis on 
social change and transformation, which has generated advancements in critical areas of 
public policy, social welfare, and ethics in target marketing. Organizational diversity or 
inclusiveness refers to business practices, such as marketing, corporate strategic change, 
innovation, and corporate social responsibility, which are essential elements in emerging 
multicultural marketplaces (Al-Mamun, Yasser, Entebang, Nathan, & Rahman, 2013). 
However, some senior marketing executives are not proficient in strategies to implement 
successful multicultural campaigns to increase market share. 
Problem Statement 
The expansion of market share in a globally plural and emerging cultural context 
requires senior marketing executives to develop a clearer understanding of the manner 
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consumers from different cultures correspond to products, services, or consumption 
practices in their daily lives (Le et al., 2015). Ethnic minorities compose approximately 
37% of the total population in the United States (U.S. Census Bureau, 2014). 
Understanding cultural differences is one of the most significant strategies for senior 
marketing executives to develop to gain a competitive advantage in business (Calabrese, 
Capece, Costa, & Di Pillo, 2015). The general business problem was the loss of 
profitability and competitive advantage as a result of inadequate multicultural marketing 
campaigns. The specific business problem was that some senior marketing executives 
lack strategies to implement successful multicultural marketing campaigns. 
Purpose Statement 
The purpose of this qualitative multiple case study was to explore the strategies 
senior marketing executives use to implement successful multicultural marketing 
campaigns. The target population consisted of senior marketing executives in three 
profitable companies in the state of Michigan who possess successful experience in the 
implementation of multicultural marketing campaigns. The implications for positive 
social change may include creating and sustaining a respectful environment of inclusion 
that engages underrepresented populations of consumers.  
Nature of the Study 
The selected research method for the study was the qualitative approach. While 
the quantitative research method requires sufficiently large sample sizes to produce 
statistically precise quantitative estimates, the qualitative research method requires 
smaller samples (Gentles, Charles, Ploeg, & McKibbon, 2015). Gaston (2017) described 
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positivist philosophical theories and quantitative methods as definite or objective 
verification while characterizing subjectivist theories and qualitative methods as 
interpreted observations. Mixed-methods research comprises both qualitative and 
quantitative data, which is simultaneously collected, analyzed, and interpreted in the 
same research inquiry (Wamba, Akter, Edwards, Chopin, & Gnanzou, 2015). Researchers 
use the qualitative research method to construct distinct perspectives while examining 
their assumptions and biases (Fassinger & Morrow, 2013). I chose the qualitative 
research method because it was the most appropriate method for this study, to conduct in-
depth interviews with senior marketing executives who implemented multicultural 
marketing campaigns successfully. Data collection in qualitative research includes 
observation of phenomena in natural settings through field observations, interviews, or 
recordings (Smiley, 2015). 
I explored juxtapositions between circumstances and compared profitable 
marketing business strategies that target multicultural stakeholders and audiences. There 
are five prominent forms of qualitative research designs: ethnography, hermaneutics, 
grounded theory, heuristics, and phenomenological, each consisting of varying analytical 
characteristics (Moustakas, 1994). Baxter and Jack (2008) suggested that a case study is a 
research design that probes phenomenon in the context of analyzing a variety of data 
sources where multifaceted occurrences are revealed and comprehended through a series 
of lenses. This study consisted of a multiple case study design. Researchers use multiple 
case studies to replicate findings or predict contrasting results based on a theory (Yin, 
2014). A case study was the most appropriate design method for this study, as case study 
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researchers are permitted to conduct a situation analysis of strategies and processes from 
a real-world perspective (Yin, 2014). 
Research Question 
RQ: What strategies do senior marketing executives use to implement successful 
multicultural marketing campaigns? 
Interview Questions 
I used the following open-ended interview questions in this study: 
1. What strategies does your organization use to target consumers of different 
cultures? 
2. How has your organization been successful or challenged when implementing 
multicultural marketing campaigns?  
3. In what way does operational cost determine the strategy for marketing 
initiatives? 
4. How does your organization enlist cultural perspectives to help target your 
marketing messages? 
5. How do you measure return on investment in marketing campaigns? 
6. How important are consumers of diverse cultures to you?   
7. What percentage of your revenue comes from multicultural consumers?  
8. How does your organization determine revenue from multicultural 
consumers?   
9. How are target marketing initiatives for multicultural populations positioned 
as a priority in your organization's marketing plan?  
6 
 
10. How is increasing market share with multicultural populations included in 
your strategic planning process? 
11. How do you assess or evaluate the effectiveness of your strategies to achieve 
the desired outcomes? 
12. What can you contribute to this interview that I have not asked you regarding 
strategies you used to implement successful multicultural marketing 
campaigns?  
Conceptual Framework 
The conceptual framework guiding this study was the critical multicultural 
marketing theory. Burton (2002) presented the first attempt at a critical multicultural 
marketing theory inspired by leading critical theorists. Human emancipation and 
egalitarianism are guiding themes for critical theory (Alvesson & Kärreman, 2016). 
Critical multiculturalism is suited as a framework for multicultural marketing research as 
researchers focus on the conflict approach coupled with the way human beings liberated 
from social structures limit the development of appropriate analytical situations for those 
marginalized in today’s society (Burton, 2002).  
The primary reason I selected critical multicultural marketing theory is because 
Burton (2002) placed emphasis on inclusion and transformation in marketing strategies 
yielding organizational profits if implemented appropriately. Demangeot, Broeckerhoff, 
Kipnis, Pullig, and Visconti (2015) suggested that minimal research studies target market 
segments to solicit consumer views on being singled out solely by ethnicity during 
marketing campaigns. The multicultural marketing debate has led researchers to explore 
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whether different cultural groups require specific marketing approaches (Burton, 2002). 
Andrevski, Richard, Shaw, and Ferrier (2014) stated that culturally diverse firms 
developing and introducing new competitive, diversified action plans and activities are 
more likely to gain market share and profits than firms with homogeneous management 
teams. Diversification and inclusion directly relate to this study, through which I sought 
to identify the strategies senior marketing executives use to implement multicultural 
marketing campaigns successfully. 
Operational Definitions 
Acculturation: A cultural adaptation of an individual based on language, cultural 
behaviors, values, attitudes, and ethnic or heritage identity. Acculturation is the cultural 
transformation after intercultural contact (Schwartz et al., 2014). 
Critical theory: An interdisciplinary perspective that simultaneously analyzes 
contemporary society while envisioning new possibilities (Burton, 2002). 
Cross-cultural competence: The ability to work effectively with people from 
different cultural backgrounds (Fitzsimmons, 2013). 
Cultural identity: An individual recognition of membership in a group with its 
values, beliefs, and knowledge (Czarnecka, Brennan, & Keles, 2018). 
Culture: A group-level reflective construct described as a set of shared 
characteristics reflected in the behavior of individuals within a specific group (Caprar, 
Devinney, Kirkman, & Caligiuri, 2015). 
Ethnocentrism: A psychological predisposition that partitions the world into 
ingroups and outgroups based on symbols, values, and practices. These objects are 
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viewed as attachments of pride in the ingroups and condescension for the outgroups (Lee 
& Mazodier, 2015).  
Multicultural marketing: The promotion of products or services through different 
media, including television, radio, print, and online platforms to existing and emergent 
ethnoscapes or cultures (Burton, 2005; James, Lee, Zhang, & Williams, 2017). 
Assumptions, Limitations, and Delimitations 
This section covers topics related to the assumptions, limitations, and 
delimitations of the study. According to Leedy and Ormrod (2013), assumptions, 
limitations, and delimitations are components of research inquiries. While researchers use 
assumptions to define theoretical and methodological presumptions made in a study, 
researchers use limitations to describe uncontrollable factors that constrain the research. 
Delimitations are factors imposed purposefully on the research to narrow the scope of the 
study (Bloomberg & Volpe, 2012). 
Assumptions 
Assumptions define theoretical and methodological presumptions made by a 
researcher (Bloomberg & Volpe, 2012). Researchers hold assumptions to be true based 
on the premises of drawing suppositions (Bloomberg & Volpe, 2012). The study included 
the following assumptions: (a) participants provided honest and accurate responses to the 
inquiry, (b) all proprietary information remained confidential, and (c) I, as the researcher, 
conducted the study with an open and unbiased mindset. 
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Limitations 
Limitations are potential weaknesses of a study due to conditions, internal or 
external, causing a restriction to the scope of research (Bloomberg & Volpe, 2012). The 
study had the following limitations: (a) culture is a multifaceted and multilayered 
construct where the exact interaction of culture and leadership is not universal or 
unequivocal (Mittal, 2015); (b) many companies are uncomfortable disclosing 
multicultural marketing or strategies related to diversity; and (c) disclosure of marketing 
budgets, allocations for cultural campaigns, and return on investment is prohibited due to 
confidentiality. 
Delimitations 
Delimitations are boundaries interjected in the research to narrow the scope of the 
study (Leedy & Ormrod, 2013). For this study, delimitations included the population of 
senior marketing executives successful in decision-making activities in the development 
and implementation of a strategy to market to multicultural audiences. The study did not 
include direct observations of the consumer engagement as a result of marketing 
programs or campaigns. Lastly, I did not attempt to verify financial records or return on 
investment related to multicultural campaigns.  
Significance of the Study 
This study could contribute value to the business community and have a positive 
social impact related to strategic multicultural marketing. Ethnic and cultural diversity is 
not uniquely an American phenomenon; marketplaces worldwide are experiencing 
increasing ethnic diversity (Czarnecka et al., 2018). Few studies have gone beyond the 
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direct relationship between multicultural diversity and performance, missing the 
explanation of how diversity affects firm performance (Andrevski et al., 2014). Minority 
groups’ buying power is approaching $4 trillion dollars and outpacing mainstream 
markets, which suggests this segment of the population warrants tailored marketing 
strategies to increase business profitability (James et al., 2017). 
This study may also contribute to effective business practices because marketing 
is a primary function in a firm, providing leadership the capacity to recognize and 
respond to mandates; therefore, marketing strategies should have a direct correlation with 
sensitivity towards stakeholder demands (Herremans, Nazari, & Mahmoudian, 2016). 
From a management perspective, it is important for companies to enhance multicultural 
awareness and sensitivity to cultural differences as major components for success in the 
world marketplace (Tian & Borges, 2011). The potential implication for precipitating a 
positive social change relates to sustaining a respectful environment of inclusion that 
engages] the underrepresented population of consumers. Transformation in multicultural 
marketing plays an integral role in social change by placing emphasis on developments in 
essential areas of public policy, social welfare, and ethics in target marketing (Burton, 
2002).  
A Review of the Professional and Academic Literature 
The purpose of this review of existing literature was to gain an understanding of 
strategies senior marketing executives use to implement successful multicultural 
marketing campaigns. Wee and Banister (2016) reported that a literature review could 
assist researchers in obtaining a current and well-structured overview of research in 
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specific areas. Callahan (2014) suggested a rigorous literature review has at least five 
distinct characteristics: it is concise, clear, critical, convincing, and contributive of 
information.  
This study consisted of a critical analysis of literature organized by themes and 
aligned by relationship to multicultural marketing, target marketing campaigns, critical 
multicultural marketing theory, and executive marketing strategies. Critical analysis and 
formal syntheses of research are conceptual in focus and can be traced back for centuries 
(Houghton, Murphy, Shaw, & Casey, 2015). Today, in the 21st century, the strategy to 
review the literature is to draw from and build upon resources related to critical 
multicultural marketing theory using a broad array of reference tools (Callahan, 2014).  
The 192 references that contribute to this study include 168 scholarly peer-
reviewed articles representing 87.5% of the total, 10 nonpeer-reviewed articles 
representing 5.2%, six government websites representing 3.1%, and eight books 
representing 4.1%. The total references published within the 2014-2018 period are 166, 
which is 86.5% of the total number. The literature review contains 98 references, with 91 
references published within the 2014-2018 period, representing 92.8%, and 92 from 
scholarly peer-reviewed sources, representing 93.8%. Databases to identify appropriate 
literature for this study included but were are not limited to: ABI/INFORM Global 
Database, Business Source Complete, EBSCOhost, ProQuest Database, Google Scholar, 
and Science Direct. My objective was to use Boolean names to identify topics using the 
following keyword searches: multicultural marketing, marketing strategy, cross-cultural 
marketing, critical theory, critical marketing theory, consumer behavior, executive 
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marketing management strategies, cross-cultural marketing campaigns, and profitable 
marketing campaigns. 
I structured the literature review with a summary of Burton’s critical multicultural 
marketing theory while concurrently evaluating alternate and supportive views of the 
conceptual framework. First, there was an exploration of Burton’s critical multicultural 
marketing theory, followed by an analysis of interdisciplinary scholarship on 
multiculturalism, the role of marketing, marketing strategy, and, lastly, consumer 
behavior (Neverson, 2014; Tadajewski et al., 2014; Venugopal & Viswanathan, 2017; 
Zembylas & Iasonos, 2015). The conceptual framework for this study was the critical 
multicultural marketing theory.  
Critical Multicultural Marketing Theory 
Burton (2002) affirmed the critical multicultural marketing conceptual framework 
is about inclusive and transformative marketing strategies with the propensity to yield 
organizational profits when implemented appropriately. A multicultural ideation is an 
identification with two or more cultures, often defined by ambivalence and complexity 
(Fitzsimmons, 2013). Theorist Burton (2002) presented the first attempt at a critical 
multicultural marketing theory in 2002 inspired by leading critical theorists. The 
marketing implications of critical multicultural marketing theory often question the 
existing nature of multicultural marketing strategies and focus on how improvements 
could be more inclusive of underrepresented populations of consumers.  
Scholarship aligned with critical theory shares a commitment to human freedom 
and evolution in thinking (Tadajewski et al., 2014). The critical methodology is grounded 
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in a critical hermeneutic orientation towards the demystification of hegemonic power 
relations (Burton, 2002). Organizational process of commodification or transforming 
ideas into products exchanged across economic systems is often challenged by 
contradictions identified by activists, policies, and social disparities due to hegemonic 
influences of culture, ideology, or profitability (Place, Smith, & Lee, 2016). Critical 
research raises the consciousness of consumers to emancipate them from problematic 
social relations by placing emphasis on capitalist market relations or marketing practices 
claiming to benefit the consumer to achieve a company’s profit objectives (Tadajewski et 
al., 2014). Burton (2002) contended critical theory strongly suggested that representations 
of race, class, gender, and ethnicity should be understood as a form of resistance with the 
central task of transforming the social, cultural, and institutional relations from which the 
meaning was generated. 
Critical multiculturalism is suited as a framework for multicultural marketing 
research as it references the conflict approach assessing how liberated human beings 
often limit the development of analytical situations of those marginalized by 21st century 
society (Burton, 2002). Neverson (2014) suggested there is a collection of scholars who 
view critical multiculturalism as an effort to minimize the exclusion of relationships 
across societal ranking order and origins of culture by emphasizing inclusion and 
foregoing power and privilege. Critical multiculturalism is considered to be an alternative 
discourse to multiculturalism by assuming the fractured nature of a cultural montage is 
constant but does not oppose diversification to achieve an equitable and progressive 
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society (Neverson, 2014). Critical multiculturalism has a direct correlation to critical 
theory as they both place emphasis on change (Neverson, 2014).  
According to Burton (2002), a philosophical debate is drawn among critical 
theory, positivism, and interpretivism. Cross-cultural competence is paramount as it 
offers the ability to work effectively with people from different cultural backgrounds 
(Fitzsimmons, 2013). A cross-reference of characteristics was conducted across several 
research methods using ontological, axiological, and epistemological perspectives related 
to marketing theory. Ontology is a philosophical study of the nature of being, 
metaphysical reality, and establishing relations with actual things that exist, while 
epistemological philosophy is concerned with the nature of knowledge itself, validity, 
scope, and methods (University of Idaho, 2016). Axiology is the study of nature, types, 
beliefs, and value judgments, especially in ethics. Burton (2002) contended that critical 
theory is a dynamic force field between subjectivity and objectivity where ontological 
assumptions are based on the nature of reality. 
Critical theory. Patton and Bondi (2015) asserted that an essential characteristic 
of critical theory is to critique and change society versus solely studying and 
understanding society. Significant scholarly research associated with critical theory is 
committed to human freedom (Tadajewski et al., 2014). New social realities have started 
to emerge as a result of a culturally integrated world creating a paradigm shift beyond the 
orthodox comprehension of marketing, which can benefit from engagement with critical 
theory (Eteokleous, Leonidou, & Katsikeas, 2016). Critical theory was explored to a 
limited degree in marketing and consumer research related to raising the consciousness of 
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consumers (Tadajewski et al., 2014). Burton (2002) reported critical theory places 
emphasis on social, historical, and political context in a space where social relations take 
place and allow the marketing community the opportunity to assess approaches toward 
multicultural marketing with the goal of meeting the demands of the consumer. The 
emancipation of consumers occurs by highlighting unequal or problematic social 
relations, capitalist market relations, and marketing practices of companies that claim to 
benefit them (Tadajewski et al., 2014). 
Ontological research methods are associated with conceptualization. However, 
there are contrasts in the identification of relevant terms which formulate semantic 
relations that account for their intended meaning (Silavi, Hakimpour, Claramunt, and 
Nourian, 2016). Independent researchers use critical theory to focus on questions that 
certain groups may be reluctant to answer as it relates to underrepresented groups 
(Burton, 2002). Researchers identify ontologies to progressively establish a privileged 
solution for formal representations of knowledge and specifications of a domain-based 
concept (Silavi et al., 2016). Suarez and Grodal (2015) called for an alternative view 
opposing the ontology of philosophy and metaphysics, which concerns itself with the 
meaning of singular fixed existence, instead focusing on the ontological turn recognized 
for a plurality of ontologies that vary both over time and from society-to-society in any 
given time. 
Positivism. Burton (2002) reported positivism as context independent and 
acknowledges tangible causes exist while the critical theory is described as recognizing 
real causes exist, that are value free and nomothetic. Positivism as a philosophy is 
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identifiable by the rejection of epistemology, reliance on logical analysis, and a belief in 
the scientific progress of human history (Heidelberg, 2018). Marketing and consumer 
research are dominated by positivism as the overriding paradigm with contemporary 
research reporting characteristics of seeking causes of phenomena, adopting a realist 
view, and substantiating unobservable factors while historical research describes 
opposing views (Hunt, 2014).  
Interpretivism. The interpretivism paradigm identifies with lived experience of 
human beings and the concept that people in their daily lives replicate practices that have 
been encountered (Tadajewski et al., 2014). However, critical theory is forward thinking, 
imaginative, and strives to unmask practical application. An analysis of structural 
processes appears in critical research compared to those seen in interpretive research by 
focusing on intersectional systemic constraints that limit agency and contribute to a sense 
of powerlessness among low-income consumers (Saatcioglu & Corus, 2014). Serving as 
a change agent toward inclusive marketing strategy may require multiple philosophies 
resulting in organizations placing analytical thinking as a priority to identify deficits in 
cultural relations versus merely observing various forms of engagement.  
Multiculturalism 
Multiculturalism is essential to the development of multicultural marketing 
strategies. It is important to have a clear understanding of the multiple forms as they 
contain very distinct characteristics. This concept is often complex, as it requires 
comprehension of the consumer’s cultural identity, which is an individual recognition of 
membership in a group with its values, beliefs, and knowledge (Czarnecka et al., 2018). 
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According to Burton (2002) ethnic categories are social and political constructs essential 
to the development of a distinct epistemological framework for critical multicultural 
marketing research. The optimal distinctiveness theory suggests that individuals pursue 
an ideally distinctive identity when their collective identity no longer sustains the balance 
between the need for assimilation and differentiation (Moon & Sung, 2015). The use of 
categories reinforces the idea of internal sameness containing minimal empirical meaning 
except in the most stereotypical ways and does contribute to gaining an understanding of 
complex empirical realities of the population (Burton, 2002). 
Zembylas and Iasonos (2015) presented a collection of multiculturalisms with 
varying characteristics and marketing implications such as critical, conservative, liberal, 
pluralist, commercial, and corporate. The rhetoric of multiculturalism claims to value 
cultural diversity and focuses on how people of diverse cultural backgrounds coexist 
while research on multiculturalism documents the way people negotiate senses, emotions, 
and relations across intercultural contact zones (Shan & Walter, 2015). 
Critical multiculturalism. The first element in the collection of multiculturalism 
being evaluated is critical. This form of multiculturalism promotes pluralism. Critical 
multiculturalism requires marketing strategies to be more inclusive, placing emphasis on 
power and privilege due to oppressive approaches often nestled and interwoven between 
ethnic groups (Burton, 2002; Green & Linders, 2016). The appreciation of diversity is 
essential to a firm’s interaction with various publics by providing practitioners, educators, 
and learners tools to help break barriers and critique relationships between power, 
knowledge, and any potential oppressive discourses (Santamaria, 2014). Critical 
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multiculturalism diverts from the concept of a one-size-fits-all tactical plan for cultural 
citizenship and participation (Neverson, 2014). Strategic marketing executives integrate 
plausible consumer bias into their planning to neutralize unfavorable preconceptions. 
Although often uncomfortable to discuss in an open forum, marketing executives should 
be cognizant of perceived racism when developing strategies. Racism is viewed as the 
prediction that skin color or ethnicity is the basis of economic value, intellectual 
development, and attributions of moral fiber (Tadajewski, 2016). 
Conservative multiculturalism. The next form of multiculturalism is 
conservative, which focuses on the status quo. Conservative multiculturalism emphasizes 
an ideology of an unchanging national identity and encourages social and cultural 
separatism (Pakulski, 2014). Critics have differentiated between multiculturalism that has 
the potential for social change and conservative multiculturalism that serves the interest 
of capital and the status quo (Lim, 2014). There are often no specific multicultural 
marketing strategies aligned with the conservative multicultural philosophy (Burton, 
2002; Zembylas & Iasonos, 2015). Marketing professionals who adopt this form of 
multiculturalism do not seek new or innovative strategies to attract diverse audiences. 
Instead, general marketing strategies are utilized. 
Liberal multiculturalism. Researchers use this concept to identify inequality as 
it relates to race. Liberal multicultural rationales of integration accentuate enlightenment, 
the legacy of secularism, individualism, and matter of choice, and often displace 
conservative nationalism (Pakulski, 2014). Liberal multiculturalism involves racial 
triangulation and the simultaneous processes of hyper-racialization and deracialization 
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(Hassinger, 2014). Racial or cultural positions often categorize the inequality of 
marginalized groups concealing social inequality, resulting in adverse impacts on profit 
margins due to categorizing differing values by superior versus inferior (Kumhof, 
Rancière, & Winant, 2015). Hyper-racialization disguises existing structural inequalities 
and privilege under the muted disguise of celebration, inclusion, and spectacle (Annisette 
& Prasad, 2016). Deracialization is an analytical construct assessing the viability of 
outcomes from the perspective of structural change, which is then advanced to critical 
discourse analysis within social networks of power and influence (Johnson, 2014). There 
are marketing executives who adopt a stance of prioritizing the value of racial groups, 
thus determining the allocation of resources for campaigns based on the value placed on 
them. 
Pluralist multiculturalism. The next form of multiculturalism reviewed for this 
study is a pluralist perspective. Poulis, Poulis, and Yamin (2013) contended that pluralist 
multiculturalism does not undervalue the role of ethnicity. Instead, pluralist 
multiculturalism examines the concept of interactions amongst ethnicities resulting in 
diverse acculturation outcomes and the prospect of extending the boundaries of impactful 
marketing studies. Acculturation is a cultural adaptation of an individual based on 
language, cultural behaviors, values, attitudes, and ethnic or heritage identity. 
Acculturation is the cultural transformation after intercultural contact (Schwartz et al., 
2014). A result of acculturation ensues when members of different groups, usually 
consisting of an immigrant group and the dominant culture, interact, resulting in the 
occurrence of learning and adaptation in both groups (Lawton et al., 2014).  
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Poulis et al. (2013) contended that pluralist methodological assortments have four 
distinct inadequacies existing within the multicultural marketing literature: (a) imbalance 
between inter- and intranational studies, (b) ongoing neglected interactions between 
ethnically diverse consumers, (c) lack of cross-pollination between multicultural services 
marketing and social psychology literature, and (d) limited breadth of the scope of 
research. The evolution from general to total market strategies are related to the idea of 
balancing culturally inclusive and targeted approaches into the core of every change seen 
in marketing (Burgos, 2014). The development of distinct yet interrelated propositions 
contributes to the expansion of discussions on concepts such as culture, ethnicity, and 
acculturation in meaningfully augmented marketing discourses (Poulis et al., 2013). Over 
time, various marketing philosophies have emerged. 
Commercial multiculturalism. The next form of multiculturalism for review is 
commercial, which takes a more inclusive approach. Commercial multiculturalism is 
evolving as the United States transitions into a majority versus minority nation. The 
twenty-first century senior marketing executives are eager to understand what total 
market means and, more importantly, they want to learn how to manage their brands 
within this new normal. Commercial multiculturalism is inclusive of diversity in the 
marketplace and considers the conflicts that exist between cultures in the integration of 
multicultural marketing strategies (Burton, 2002; Green & Linders, 2016). The growing 
size and influence of a cultural divide in the United States, the industry appears to 
acknowledge the fact that mainstream markets are multicultural and not single 
dimensional (Burgos, 2014).  
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Corporate multiculturalism. The final form of multiculturalism is corporate, 
which is multidimensional in its approach. Pearce (2016) stated corporate 
multiculturalism touts that individuals engulfed in the role of constructing identity 
groups, a form of performativity, draw on a plethora of resources, consisting of symbolic, 
cultural, economic, legislative, or political resources. Corporate multiculturalism seeks 
characteristics to manage cultural differences for the public or private sectors, which 
utilize strategies initiated by a variety of circumstances (Burton, 2002; Green & Linders, 
2016). Executive marketing professionals are continuously seeking innovative methods to 
enhance profits, and corporate multiculturalism uses strategic tactics that engage cultural 
differences versus ignoring them. 
Role of Marketing 
Marketing is the action or business of promoting and selling products or services 
and includes market research and advertising. Marketing is also a set of institutions and 
processes for creating, communicating, delivering, and exchanging products and services 
that offer value for customers, clients, partners, and society at large. Venugopal and 
Viswanathan (2017) proclaimed during the exploration of methodological approaches, 
marketing scholars were ideally positioned to inform policy and organizational 
interventions aimed at transforming the lives of the underprivileged. An element in the 
construction of a critical multicultural marketing theory is a focus on social 
transformation and social struggle (Burton, 2002). Products and services should provide a 
solution to an unfulfilled need in the marketplace. The term marketplace was derived 
from the perspective of individuals and communities in subsistence contexts while the 
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term market assumes the perspective of the external marketing organization and carries 
the connotation that markets exist for the marketing organization to serve (Venugopal & 
Viswanathan, 2017). 
The marketing process continues by establishing prices, letting potential 
customers know about products and services, and then making them available while 
generating profits for the business (Jackson & Ahuja, 2016). As early as the late 1800s, 
the first constructs of Scott, an applied psychologist who strongly recommended 
advertisers or marketers question consumers about their reactions to various 
advertisements or marketing strategies, are recognized as the beginning of market 
research (Scott, 1916). Scott (1916) also declared successful marketers should study 
human nature or psychology, either personally or professionally, to understand what will 
create interest in consumers versus what will not yield desired results by comprehending 
how the human mind acts, what it repels, and what it attracts. Although this statement 
was shared well over 100 years ago, it still reigns true, especially when marketing to 
multicultural audiences. Researchers use critical multicultural marketing theory to 
question the existing nature of multicultural marketing strategies and focus on how 
improvements could be more inclusive of underrepresented populations of consumers 
(Burton, 2002). 
According to the American Marketing Association (AMA, 2017) as early as 1935, 
the officially sanctioned first definition of marketing, was: “Marketing is the performance 
of business activities that direct the flow of goods and services from producers to 
consumers” (para. 1). In 1985, the AMA (2017) revised the definition to “Marketing is 
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the process of planning and executing the conception, pricing, promotion, and 
distribution of ideas, goods, and services to create exchanges that satisfy individual and 
organizational objectives” (para. 3). By 2004, the definition read “Marketing is an 
organizational function and a set of processes for creating, communicating, and 
delivering value to customers and for managing customer relationships in ways that 
benefit the organization and its stakeholders” (AMA, 2017, para. 4). The modified 
definition debuted in 2007 recalling “Marketing is the activity, set of institutions, and 
processes for creating, communicating, delivering, and exchanging offerings that have 
value for customers, clients, partners, and society at large” (Anker, Sparks, Moutinho, & 
Gronroos, 2015, p. 536). In 2013, the AMA deemed it necessary to amend and approved 
the definition to reflect “Marketing is the activity, set of institutions, and processes for 
creating, communicating, delivering, and exchanging offerings that have value for 
customers, clients, partners, and society at large” (AMA, 2017, para. 1). 
Marketing mix. Fan, Lau, and Zhao (2015) supported McCarthy’s introduction 
of the marketing mix paradigm is comprised of a simple four element framework: 
product, price, promotion, and place. For decades, practitioners and academics embraced 
the marketing mix paradigm considering it as the toolkit of transaction marketing, the 
archetype for operational marketing planning and an indispensable element of marketing 
theory and operational marketing management. The Small Business Association (2016) 
defined the marketing mix to contain four key components: (a) products and services 
require concentration on a product line, the development of a highly specialized product 
or service, and providing a package of high-quality service; (b) promotion focuses on the 
24 
 
advertisement and direct customer interaction; (c) pricing maximizes total revenue; and 
(d) placement and distribution require manufacturers and wholesalers to determine how 
to distribute their products.  
Periodically there are assumptions that executive management and key marketing 
practitioners possess the knowledge and skills to be effective marketers. Price theory or 
parameter theory became the pivot of Danish marketing thinking as an attempt to create a 
general theory of demand determinants, including managerial command variables and a 
significant element of behavioral science theory (Tadajewski & Jones, 2014). An area of 
concern is cognitive acumen around customer behavior, market segmentation, and 
effective communication. There are marketing managers with professional qualifications 
that fail to apply marketing techniques in their roles to achieve a sustainable competitive 
advantage. 
Multicultural Marketing 
The multicultural marketing debate has expounded in the context of concluding 
whether different cultural groups require specific marketing approaches (Burton, 2002). 
The promise of multicultural theory is to achieve higher degrees of social justice and 
equity regarding ethnicity, national origin, gender, other differences (Anastasiou, 
Kauffman & Michail, 2016). Burton (2002) contended that multicultural marketing is an 
emergent focal area and described the existing state of research in the area as 
underdeveloped. Anastasiou et al., (2016) suggested the plurality of views in 
multicultural theory is enriching because it provides accounts of complex phenomena 
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regarding diversity, tolerance of well-founded perspectives and promotion of rational 
debates.  
Trends in academia are ponderous compared to practitioners in organizations who 
take minority marketing initiatives seriously by developing multicultural marketing 
groups and hiring ethnic minority staff to gain an insider perspective (Burton, 2002). 
Ambiguity contributes to the analysis of the congruency between leadership, culture, 
market research, and strategy. When compiling resources for multicultural campaigns, 
diversity of the consumer should not be the only consideration, but it is also essential to 
consider inclusive messaging and diverse staffing. Andrevski et al. (2014) stated racially 
diverse firms who develop and introduce new competitive, diversified action plans, and 
activities are more likely to gain market share and profits versus firms with homogeneous 
management teams because of the ability to respond effectively and neutralize the effect 
of their actions if they are not inclusive. Redefining the relationship between businesses 
and customers can help increase demand for products and services ultimately yielding a 
boost in revenue. 
Marketers revere multicultural approaches that focus on general markets, adopt 
total market concepts and successfully transcend cultural boundaries (Burgos, 2014) 
(Burgos, 2014). As companies conduct business surpassing geographic borders, it is 
logical to incorporate marketing strategies transcending one-dimensional appeal. Often 
the emphasis in multicultural campaigns starts with the executive team who will allocate 
resources for the initiative. Rusch and Swarts (2015) reported that advertisements with 
ethnically resonant cues have been effective in breaking through multimedia overload to 
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create favorable viewer responses. When leadership and organizational culture are in 
alignment, staff productivity, and efficiency often operate at their highest levels. In an 
effort to identify how leadership contributes to the shaping of organizational culture, a 
clear definition of the terms needs to be provided for consistency in communication. 
Consequently, if consumers are more likely to notice and respond favorably toward 
marketing efforts containing ethnic cues targeting them, then companies would benefit 
from developing ad campaigns with such cues.  
Consumer Behavior 
When comparing various approaches to research theories on consumer behavior, 
there are unique characteristics that set each theory apart, consisting of attributes to assist 
in the achievement of the desired outcome strategy. Sniehotta, Presseau, and Araújo-
Soares (2014) in the theory of reasoned action-based attitudes or a set of norms as 
influential in performance behavior leading toward specific outcomes. The influence of 
subjective norms is presumed to capture the social pressures decision makers feel when 
determining to make a purchase or not (Muk & Chung, 2015). There are a variety of 
indicators that can influence purchase decisions based on cultural background. For 
critical commentators, the promotion of the marketing concept is representative of an 
attempt to omit the structurally unequal relationship between consumers and the business 
community (Tadajewski & Jones, 2014). Burton (2002) conveyed a critical theoretical 
standpoint focused on equality, emancipation, social change and justice due to ethnic 
minorities being marginalized in existing marketing discourses.Therefore, senior 
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marketing executives should find that different cultural backgrounds might require 
different marketing strategies if expanding market share is the goal.  
The ability to encourage the design of diverse marketing campaigns will affect 
consumer behavior influencing the field by increasing profits for companies. Although 
the marketing field has progressed with the utilization of marketing mix matrices, 
research may have paid less attention to what drives managerial use of marketing tools, 
financial metrics, and patterns (Mintz & Currim, 2015). According to Hauser (2014), 
there is compelling evidence that consumers use heuristic decision rules to select 
consumable products or services. Economic status, neurosciences, and cultural 
anthropology affect consumer behavior, influencing a firm’s profitability based on 
engagement tactics. (Belch & Belch, 2015). Consumers may use informal and formal 
integration rules when comparing attributes of products, which could include 
compensatory and noncompensatory integration strategies (Belch & Belch, 2015). Both 
the decision-making process and the heuristic decision rules enable consumers to screen 
products rapidly with reduced cognitive and exploration costs leading to fast and frugal 
consumption (Hauser, 2014). Consumer behavior cannot be predicted from any single 
part of a firm’s marketing campaign and, therefore, cannot be controlled (Mason & 
Dobbelstein, 2016). 
Marketers utilize multifaceted perceptivity on the role consumers play in business 
models, cases of consumer sovereignty or control contain a path that is detrimental to the 
firm's marketing system (Kennedy & Laczniak, 2016). Consumer behavior is complex 
and rarely follows traditional economic theories of decision-making, yet it is increasingly 
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more relevant to current pecuniary trends (Frederiks, Stenner, & Hobman, 2015). From a 
business perspective, many companies are discovering how previously ignored ethnic 
groups are growing in market power, and meeting their needs is an opportunity for 
increased profitability (Demangeot, Broderick, & Craig, 2015).  
Planned behavior. The theory of planned behavior is influenced by both direct 
and indirect effects in belief systems, resources, and opportunities to achieve the 
performance of given behaviors (Sniehotta et al., 2014). Planned behavior model 
assumed people make informed, considered decisions regarding targeted behavior 
prompted by antecedents, like the consumers’ level of knowledge on the topic, and the 
knowledge needed to make truly informed decisions (Reichert, 2016). Critical 
multicultural marketing theory questions stereotypical assumptions of ethnic minority 
groups and dominant ideology of Euro-American epistemology, which focuses on 
sameness rather than internal variation (Burton, 2002) 
Buyer behavior. The theory of buyer behavior as defined by Chen and Duan 
(2016) consists of four interchangeable constructs that include input variables, output 
variables, hypothetical constructs, and external variables. Mukiira, Musau, and Munyao 
(2017) presented an experiential study of consumer behavior based on concrete, hands-
on, real-world experiences, all of which in a usual context influenced satisfaction and 
loyalty. Therefore, knowing how to execute accurate and diverse marketing methods 
accessible in different settings can be instrumental for companies to build efficient and 
lasting relationships with their customers while increasing competitiveness in the market 
(Panniello et al., 2014). 
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Strategies and Tactics 
Multicultural marketing is the promotion of products or services through different 
media, including television, radio, print and online platforms to existing and emergent 
ethnoscapes or cultures (Burton, 2005; Warde, 2015). Marketing and consumer research 
has drawn on relational ontological frameworks to reconfigure theoretical and practical 
knowledge of markets and consumption events (Hill, Canniford & Mol, 2014). 
Using culture interchangeably can be perplexing for marketers who target consumers 
strictly by demographic variables considering products take on different meanings 
between one identity and another (Burton, 2002). Based on a defined strategy, marketing 
executives within a firm prepare the marketing tactics and tools in accordance to the 
marketing mix (Medarac, Vignali, & Vignali, 2015). Extant marketing strategies contain 
the integration and transformation of specialized competencies offering value 
propositions with prolific market potential (Edvardsson et al., 2014).  
Target marketing. Campaigns that focus on the transformation in multicultural 
marketing strategies offer marketing practitioners a platform of inclusiveness when 
communicating and advertising to diverse populations. Marketing messages often appeal 
to consumers based on their identities. Messages that explicitly connect a specific brand 
to consumer identity increase the salient of external determinants and reduce the 
consumer’s perception of the firms in the marketing expression (Bhattacharjee, Berger, & 
Menon, 2014). Marketing practitioners disseminate multicultural messaging based on a 
customer’s heuristics according to a collection of variables, including groups of 
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stigmatized minorities or the marginalized consumers who routinely are subjected to 
marketplace discrimination (Ijabadeniyi, Govender, & Veerasamy, 2015). 
Multicultural campaigns. Marketing practitioners use theory, resources, 
analysis, and strategy to develop comprehensive campaigns. Ethnoscapes or 
multicultural-scapes can present enthralling and quintessential challenges for marketers 
(Burton, 2002). Basic marketing theory often points to guiding a company’s positioning 
of products or services in the marketplace to maximize profits, so consumers see a 
particular benefit or believe they are in need of the specific product or service (Ashe-
Edmunds, 2014). Marketing professionals play a critical role in managing marketing 
assets, identifying opportunities to appease stakeholder demands, and employing a 
company’s response to these demands (Sanzo, Álvarez, Rey, & García, 2015). 
Compilation and analysis of data cast marketing as a tool to aid organizations to promote 
goods, services, and products. Companies utilize inclusive public relations tactics and 
strategic marketing campaigns to introduce new commodities, modify current, establish 
pricing, or select channels, for distribution in the marketplace or community (Ashe-
Edmunds, 2014).  
Strategists working towards inclusion in messaging consider ethnocentrism when 
planning. This psychological predisposition partitions the world into ingroups and 
outgroups based on symbols, values, and practices. These objects are attachments of 
pride in the in-groups and condescension for the out-groups (Lee & Mazodier, 2015). 
Leadership practice promoting multiculturalism, social justice, or equity is an essential 
trait in marketing management. The data companies use in marketing may include 
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customer or client demographics, key performance indicators, information on 
competitors, trends, and industry statistics (Ashe-Edmunds, 2014). Therefore, marketing 
strategies should have a direct correlation with sensitivity to stakeholder demands to gain 
profitability (Herremans et al., 2016). Practitioners without marginalized marketing 
educational and professional experiences may contribute to increased multicultural 
understandings, alternative perceptions, and practices of applied leadership due to 
consumer sensitivity (Santamaria, 2014). When considering the magnitude of 
multicultural marketing and the profits it is capable of yielding, there is not an exhaustive 
amount of research on the topic. 
Diverse firms and strategy may relate to this study as it encompasses the question 
of identifying the strategies senior marketing executives need to implement successful 
multicultural marketing campaigns. Strategy embodies effective and efficient plans, or 
methods of approaching or completing tasks towards a goal (Vitalone-Raccaro, 2017). 
Strategic marketing plans contain distinguished tactics requiring conceptual actions 
implemented as one or more specific tasks (Gross, 2015). Careless companies face 
potential pitfalls or discover to their dismay cultural differences in human interactions 
such as language, nonverbal communications, religion, color, manners, customs, as well 
as food preferences influence consumer behavior (Beck, Chapman, & Palmatier, 2015). 
Senior marketing executives are charged with identifying allies in multicultural campaign 
development to increase consumer buy-in. Demangeot, Broderick et al. (2015) suggested 
although ethnic groups are targeted as market segments, little research has been 
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undertaken to solicit the views of individuals about how they feel towards being singled 
out based on ethnicity. 
This form of strategic rationale is often complex and multifaceted to reach diverse 
consumers. Belch and Belch (2015) crafted a multidimensional list of external factors 
that influence consumers’ purchase decisions that include: 
• Culture is a group-level reflective construct described as a set of shared 
characteristics reflected in the behavior of individuals within a specific group 
(Caprar et al., 2015). 
• Subculture and cultural identification are rooted in an individual's recognition 
of membership in a group or segments of society with similar values, beliefs, 
and knowledge that distinguish them from larger mainstream culture 
(Czarnecka et al., 2018). Categories may be identified by age, geography, 
race, religion, lifestyles, and ethnicity.  
• Social class refers to relevant groupings of members of society categorized by 
occupational status, educational attainment, lifestyle, behaviors, and source of 
income based on economics, lifestyles, values, norms, interests, and behaviors 
(Durante, Tablante, & Fiske, 2017). 
• Situational determinants intervene with external variables that mediate the 
relationship between persistent involvement and marketing effectiveness 
impacting consumer behavior (Grant, Bailey, & Ogbuehi, 2017). 
From a marketing system point of view, an assortment of tactics is generated to 
increase diversity in elements from the place, setting, logics, governance, and customers 
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(Layton & Duan, 2015). Diversity for its own sake is not the goal. However, commitment 
to social justice is the goal (Burton, 2002). The measurement of diversity plays an 
essential role in linking marketing system structure and function, environmental change, 
and system-wide outcomes (Layton & Duan, 2015). Measuring diversity can be 
perplexing for marketing executives. 
Diversification. Measurement of diversity initiatives can challenge marketing 
systems converting intangible experiences and ideas into distinct elements resulting from 
inappropriate choices of taxonomies, hierarchical attribute sets, and inconsistencies in 
classification variables (Layton & Duan, 2015). Consumer-to-consumer communication 
via social media has transformed the control marketing executives historically maintained 
presenting both threats and opportunities to marketers and their competitors (Valos, 
Mavondo, & Nyadzayo, 2017). An additional area of challenge in measuring diversity 
arises from the impact of digital and other technologies regarding products, services, 
experiences, and concepts acquired and accumulated by buyers (Layton & Duan, 2015). 
Valos et al., (2017) reported previous marketing campaigns largely controlled what was 
communicated in terms of information describing products and brand positioning. 
However, the interactivity, immediacy, and individualization made possible in the digital 
era have excited and challenged marketing strategies.  
There are business ethics courses that incorporate diversity discussions with 
objectives to increase a practitioner's awareness of cultural assumptions and biases 
(Ijabadeniyi et al., 2015). An element of the construction of the critical multicultural 
marketing theory focuses on transformation and social struggle (Burton, 2002). Indepth 
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dialogue on diversity can contribute to the resolution of business problems and provide 
an opportunity to enhance marketing practitioners’ understanding of the variation of a 
customer’s experiences depending on their race, ethnicity, sexual orientation, age, 
physical appearance, or handicap (Ijabadeniyi et al., 2015).  
Consumer identities epitomize the different facets of self varying across time and 
context used to socially categorize themselves and express who they are (Bhattacharjee et 
al., 2014). Accordingly, consumers are thought to respond more favorably to messages 
that invoke their identity and show how it fits with a given brand (Mittal, 2015). Identity 
marketing can backfire. Marketing messages that explicitly connect consumers to a 
specified brand may inadvertently reduce purchase decisions (Bhattacharjee et al., 2014). 
The notion that targeting one market segment may alienate other consumers is well 
understood. Target marketing strategies have the potential for consumer backlash against 
a clearly relevant brand even including the targeted segment (Bhattacharjee et al., 2014).  
Culture is perceived as the group-level reflective construct described by a set of 
shared characteristics reflected in the behavior of individuals within a specific group 
(Caprar et al., 2015). Zembylas and Iasonos (2015) posited the rapid unification of 
diverse cultural groups into mainstream culture via universal citizenship would result in 
limited adaptation of marketing strategies and places restrictions on products and services 
based on consumption locale. Target marketing often uses similar tactics when 
attempting to reach diverse consumers by valuing ethnicity and the diversity of culture. 
Compass model. Shimizu (2016) offered a consumer-focused marketing mix 
referenced as the 7Cs compass model to provide a complete picture of the nature of 
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marketing (Madhav, Sandeep, & Caleb, 2014). The 7Cs compass model is an alternative 
to the 4 Ps marketing mix model that places emphasis on demand. A customer centric 
version, it enumerates the following: (a) commodity describes goods and services created 
for the consumers or citizens; (b) cost takes production, sales, purchasing, and social 
expenditures into consideration; (c) communication is multidimensional involving 
advertising, sales promotion, public relations, publicity, corporate identity, and  internal 
communication; (d) channel addresses the flow of goods to the consumer; (e) company 
and competitor, organization, stakeholder (COS) occurs within the business via 
consideration and prioritization of compliance, accountability, competitors, and 
stakeholders; (f) consumers or customers can be explained with the acronyms that 
coincide with the first characters of four directions marked on the compass: N = Needs, 
W = Wants, S = Security, and E = Education; and (g) circumstances are external 
environmental influence which also refers to directions on a compass described as N = 
National and International, W=Weather, S = Social,  Cultural, and E = Economic 
(Shimizu, 2016). 
The nonprofit association SCORE dedicates itself to helping small businesses 
increase productivity, efficiency and achieve their goals through education and 
mentorship with the support of the Small Business Association (SBA). To successfully 
implement multicultural marketing campaigns, senior marketing executives start with 
comprehensive marketing plans. Market planning is the logical sequence of activities 
leading to establishing marketing objectives and the formulation of plans to achieve them 
(McDonald, 1992). Although the following steps appear easily comprehendible and 
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implementable, marketing firms experience obstacles in successful campaigns coming to 
fruition. SCORE recommended marketing plans consist of the following: 
1. Review the market. 
2. Identify target customers. 
3. Design strategies and tactics. 
4. Develop a budget.  
McDonald (1992) defined marketing planning as a series of activities in a logical 
sequence with established objectives and a plan to implement them. Consequently, 
McDonald described primary barriers and contextual problems prohibiting the successful 
execution of marketing planning as:  
• Confusion between strategies and tactics. A strategic marketing plan involves 
scanning the environment, identifying the forces stemming from it, and 
developing appropriate strategic responses involving all levels or the firm’s 
management team, while tactics are executable actions (Yadav & Pavlou, 
2014). 
• Isolation of the marketing function from operations. Market planning is a set 
of actions often referred to those performed in a silo by the marketing 
practitioners, excluding those with vested authority across the organization's 
professional spectrum like product development, accounting, customer 
services and sales (Dixon, Karniouchina, van der Rhee, Verma, & Victorino, 
2014). 
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• Confusion between the marketing function and the marketing concept. 
Marketing is the management process of the entire organization that is utilized 
to satiate the needs of customers to achieve objectives defined by both of 
them, thus exuding a state mind versus a mere series of functional activities 
(Kumar, 2015). 
• Organizational barriers. Many companies consist of corporate functions like 
personnel, finance, production, distribution, operation, and marketing. 
However, obtaining a cross-sectional commitment to marketing initiatives can 
be difficult (Conger, 2014). 
• Lack of in-depth analysis. Managers would be at an advantage if they 
incorporated marketing metrics in audits on product life cycles, product 
portfolios, and productivity enhancements. However, a lack of adequate 
information for analysis is a common point of dissension (Iyer et al., 2015). 
• Confusion between process and output. An analysis of strengths, weaknesses, 
opportunities, and threats (SWOT) is viewed as a powerful analytical tool 
presenting assumptions, objectives, strategies, and budgets. However, it is 
rarely used efficiently. Marketing plans are based on information, which 
generates intelligence used to describe the marketing plan, followed by the 
intellectualization of manager’s perception of market competition, 
transcending into objectives that are accomplished over a specified timeline, 
which drives strategies and identifies the resources needed to accomplish the 
desired result (Santos & Laczniak, 2015). 
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• Lack of knowledge and skills. This is essential to this study as it is directly 
related to this study’s specific business problem of senior marketing managers 
lacking strategies to implement successful multicultural marketing campaigns 
(Royle & Laing, 2014).  
• Lack of systematic approaches to marketing. A marketing planning system is 
an integral component to ensuring actions is executed within quality standards 
by predetermined deadlines (Ehret, Kashyap, & Wirtz, 2013). 
• Failure to prioritize objectives. Rational marketing plans often contain a 
multitude of objectives and even more strategies. Unfortunately, it is a 
challenge to observe prioritization of the objectives to have a positive impact 
on the organization (Rahimnia & Kargozar, 2016). 
• The hostile corporate culture. The market planning process is universally 
congruent. However, the execution should be congruent with the 
organizational culture. An organization’s management style can adapt to allow 
the marketing planning process to be profitable (Guiso & Zingales, 2015). 
Nontraditional and complex concepts. Mason and Dobbelstein (2016) reported 
that simplistic approaches recommended by traditional theories could be dangerous to 
firms, and multicultural marketing strategies should consider nontraditional marketing 
methodologies. Valos et al. (2017) reported that social media has promise regarding 
targeting influencers, enabling the cost-effective delivery of personalized messages, and 
engaging with numerous customer segments in a differentiated way. Lam, Yeung, and 
Cheng (2016) attested that a firm’s social media initiatives might facilitate information 
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flow, knowledge sharing within and across organizations, strengthening the firm 
customer interaction, and improving internal and external collaboration, although 
operational implications are not well understood. However, in the segmentation literature, 
the era of social customer multicultural marketing strategies needs to adapt to reflect the 
characteristics of the new medium (Valos et al., 2017).  
Simple external environments are those with few elements that are similar to each 
other and are well understood. Complex environments have a large number of factors that 
are quite different from each other, and their interrelationships are difficult to 
comprehend (Ashill, 2015). Traditional market research and marketing mix models are 
too simplistic to understand complex marketing situations like linear relationships 
between mix variables and outcomes (Mason & Dobbelstein, 2016). Shalender and Singh 
(2015) suggested traditional approaches were irrelevant in multicultural marketing 
because of the lack of stability in diversified environments due to reactive versus 
proactive approaches.  
Mason and Dobbelstein (2016) reported that complex concepts have a significant 
place in business and have been performed in management, strategy, and networks. 
However, very little has been done in general marketing and especially on marketing 
tactics. Mason (2014) contended complexity concepts have relevance to marketing 
communications through self-organization and the process of orderly patterns emerging 
from a set of simple rules in an interconnected network. Complexity theory in marketing 
is an overarching theory comprised of a plethora of other theories, such as chaos theory, 
autopoietic, dissipative structures, catastrophe theory, and fractal geometry (Mason & 
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Dobbelstein, 2016). Critical theory has also been explored to a limited degree within 
marketing and consumer research (Tadajewski et al., 2014). 
Mason and Dobbelstein (2016) ascertained successful firms’ marketing tactics in 
a diverse and complex environment consist of the importance of tactics branding, product 
innovation, public relations, media advertising, price management, sales promotions, and  
distribution. Kozlenkova, Samaha, and Palmatier (2014) suggested resource-based view 
(RBV) of a firm provide an important framework for explaining and predicting a firm’s 
competitive advantage and performance by reviewing uses of market-based resources 
which often differ from resources studied in non-marketing contexts. Unfortunately, 
many marketing executives lack guidance on how marketing tactics should differ 
according to the nature of the environment and thus may adopt inappropriate marketing 
tactics (Mason & Dobblestein, 2016).  
Transition  
Section 1 of this qualitative multiple case study included the (a) background of 
the problem; (b) problem statement; (c) purpose statement; (d) nature of the study; (e) 
research questions; (f) conceptual framework; (g) operational definitions; (h) 
assumptions, limitations, and delimitations; (i) significance of the study; and (j) literature 
review. The literature provided insight into strategies essential to senior marketing 
executives to successfully implement multicultural marketing campaigns. Unfortunately, 
some senior marketing executives are not proficient in strategies to implement successful 
multicultural campaigns to increase market share. Additional research was required to 
identify prolific strategic approaches. 
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In Section 2, I utilized the research method of multiple case study design based on 
the research question. This section includes the (a) role of the researcher; (b) participants; 
(c) research method and design; (d) population and sampling; (e) data collection 
instruments; (f) data analysis; and (g) reliability and validity, including credibility, 
transferability, dependability, and confirmability. Section 3 contains the (a) presentation 
of findings, (b) application to professional practice, (c) implications for social change, (d) 
recommendations for action, (e) recommendations for future research, and (f) research 
reflections. 
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Section 2: The Project 
In Section 2, I include the (a) purpose statement, (b) role of the researcher, (c) 
participants, (d) research method, (e) research design, (f) population and sampling, (g) 
ethical research, (h) data collection, (i) data organization, (j) data analysis, and (k) 
reliability and validity. 
Purpose Statement 
The purpose of this qualitative multiple case study was to explore the strategies 
senior marketing executives use to implement successful multicultural marketing 
campaigns. The target population consisted of senior marketing executives in three 
profitable companies in the state of Michigan possessing experience in the successful 
implementation of multicultural marketing campaigns. The implications for positive 
social change may include creating and sustaining a respectful environment of inclusion 
that engages underrepresented populations of consumers. 
Role of the Researcher 
The goal of a researcher is to collect, present, and analyze data fairly and to be 
devoted to a methodological path (Yin, 2014). Data gathering for this study consisted of 
interviewing participants at the case study site or designated locations. I was the primary 
instrument for data collection and performed all interactions with the predetermined 
participants. According to Fusch and Ness (2015), the researcher is the data collection 
instrument without separation between the researcher and the research. 
The Belmont Report consists of basic ethical principles and guidelines that should 
assist in resolving the ethical problems that surround the conduct of research with human 
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subjects (U.S. National Commission for the Protection of Human Subjects of Biomedical 
and Behavioral Research, 1979). There are three basic principles particularly relevant to 
ethical research involving human subjects: respect of persons, beneficence, and justice 
(U.S. National Commission for the Protection of Human Subjects of Biomedical and 
Behavioral Research, 1979). Following the principles laid out by the Belmont Report and 
the ethics training received from the National Institutes of Health (Appendix A) was 
critical in this study. I applied Yin’s (2014) recommendation to conduct research in a 
trustworthy manner throughout the case study to reduce bias. The privacy and dignity of 
participants were protected by applying ethical research standards. All participants 
entered the research voluntarily and with adequate information.  
I was the primary instrument for data collection and performed all interactions 
with each participant to maximize possible benefits and minimize possible harms. Each 
participant received respectful, fair, equitable treatment, and was protected from harm, 
including those with diminished capacity. All relationships pertaining to the topic of 
multicultural marketing campaigns or research participants was disclosed to maintain the 
highest level of transparency. Data gathering for this study consisted of interviewing 
participants at a safe site. Data gathering for this study did not commence until 
permission was received from Walden’s Institutional Review Board (IRB) to proceed.  
A researcher operates between multiple worlds while engaging in research, which 
includes the cultural world of the study participants as well as the world of the 
researcher’s own perspective (Fusch & Ness, 2015). When striving to mitigate bias, it is 
essential to recognize personal worldviews and discern the presence of a personal lens to 
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properly interpret the behavior and reflections of others (Fusch & Ness, 2015). As a 
researcher, I disclosed any relationship with the topic, area, or participants. My 
professional experience consists of over 17 years of marketing and communications 
experience, primarily in the nonprofit arena. Qualitative inquiry is ideal because it 
enables researchers to generate rich descriptions of emerging phenomena and allows 
individuals to share their experiences in their own voices (Veletsianos, Collier, & 
Schneider, 2015). I used open-ended interview questions as described in the protocol (see 
Appendix C) that focuses on asking marketing executives to recount and describe 
particular moments in their professional careers related to multicultural marketing 
strategies. 
Participants 
Before data collection, researchers may engage in screening activity to regulate 
their eligibility for participation in a study (University of Massachusetts, 2015). 
Researchers determine how the context of participation, setting, and processes align with 
the research question (Gaglio, Phillips, Heurtin-Roberts, Sanchez, & Glasgow, 2014). 
Researchers use various strategies to identify and minimize misrepresentation by 
participants in research studies (Kramer et al., 2014). I established participant eligibility 
criteria based on participants’ experience as senior marketing executives who 
implemented successful multicultural marketing campaigns. There are several barriers in 
obtaining participation agreement from racial and ethnic minorities in research for both 
researchers and participants (George, Duran, & Norris, 2014). For researchers, lack of 
knowledge about cultural differences can result in ineffective communication strategies 
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on research at all stages, including recruitment, enrollment, and retention (George, Duran 
et al., 2014). For this study, eligible participants possessed at least 10 years of successful 
experience in multicultural marketing campaign implementation. 
Researchers may engage in screening activity to determine the eligibility for 
participation in a study (University of Massachusetts, 2015). Kramer et al. (2014) 
recommended procedural design strategies, technical software strategies, and data 
analytic strategies as potential criteria in the participant selection process. Participant 
eligibility criteria were established using a procedural design based on participants’ 
experience as senior marketing executives who successfully implemented multicultural 
marketing campaigns and held membership in a trade association. I identified participants 
for this study from profitable companies in the state of Michigan. These participants were 
appropriate for this study because of their collective range of expertise and membership 
in Michigan chapters of professional trade associations. Trade associations are social 
arenas allowing members to discuss and debate topics contributing to overall market 
discourses (Kahl, 2017).  
George, Duran et al. (2014) suggested that to ensure continuity, researchers may 
initiate strategies focusing on partnerships with organizations from the same targeted 
communities as participants. The strategy for gaining access to this population was to 
engage with senior marketing executives who are members of professional trade 
organizations that I affiliate with, for example, the Public Relations Society of America 
(PRSA) and the American Marketing Association (AMA). Trade associations produce a 
broader group than any individual idiosyncratic communicative exchanges that may 
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occur elsewhere in the marketplace (Kahl, 2017). Establishing a working relationship 
with participants consisted of utilizing membership initiatives and rosters to conduct 
scheduled interviews based on the availability of each participant. Anyan (2013) 
proclaimed that the interview as a method of data collection in social research enables 
individuals to think and to talk about their experiences and interpretation of the described 
phenomena.  
Researchers ensure the research question is aligned with a methodology as well as 
with a specific research design that is supported by the methodology (Gavin, 2016). 
Baxter and Jack (2008) contended that case study is a research design that probes a 
phenomenon where multifaceted occurrences are revealed and comprehended through a 
series of lenses. This study consisted of a multiple case study design. I ensured alignment 
between the multiple case study design and the research question on strategies senior 
marketing executives use to implement successful multicultural marketing campaigns. 
Resnik (2015) accounted honesty, objectivity, integrity, responsible mentoring, respect 
for colleagues, social responsibility, nondiscrimination, competence, legality, and human 
subject protection as a general summary of ethical principles. I used ethical standards 
when interacting with participants. 
Research Method and Design  
I selected qualitative case study as the research method and design for this study. 
Researchers use qualitative research methodologies to construct unambiguous 
perspectives while examining their assumptions and biases (Fassinger & Morrow, 2013). 
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I used qualitative research to explore strategies senior marketing executives use to 
implement multicultural marketing campaigns successfully. 
Research Method 
Venkatesh, Brown, & Bala (2013) contended that there are three methodological 
movement paradigms in research, quantitative, qualitative, and mixed methods. Yin 
(2014) concluded that, in qualitative studies, researchers explore perceptions, insights, 
and processes more easily than either quantitative or mixed-methods research designs. 
The purpose of this qualitative multiple case study was to explore the strategies senior 
marketing executives use to implement successful multicultural marketing campaigns.  
Quantitative research emphasizes validity and reliability (Trochim, 2006). 
Researchers use quantitative research to explore the systematic nature of investigation 
(Groeneveld, Tummers, Bronkhorst, Ashikali, & Van Thiel, 2015). Quanitative methods 
enable researchers more opportunities to develop and validate measurements along with 
the ability to test theories. Researchers develop future management knowledge and theory 
through the use of the quantitative research method (Corner, 2002). In designing 
quantitative research, empirical studies focused on testing hypotheses often require a 
complex set of skills spanning multiple design elements. Quantitative studies are often 
described as positivist, claiming that the principle of science is objective verification, 
while qualitative research is viewed as being subjectivist, grounded in interaction and 
interpreted observations (Gaston, 2017). According to Corner (2002), the theoretician or 
statistician presents a clear understanding of various elements linked together logically to 
complement each other for the study to reflect integration and synergy. 
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Mixed-methods research is an approach that combines quantitative and qualitative 
research methods in the same research inquiry (Venkatesh et al., 2013). Mixed-method 
approaches involve the collection, analysis, and interpretation of both qualitative and 
quantitative data (Wamba et al., 2015). Three important aspects of conducting mixed-
methods research are (1) appropriateness of a mixed-methods approach, (2) development 
of meta-inferences from mixed-methods research, and (3) assessment of the quality of 
meta-inferences (Venkatesh et al., 2013). The quantitative and mixed methods approach 
to inquiry were not suitable for exploring the phenomenon under study, because in these 
approaches to inquiry researchers cannot discover new insights exclusively by 
conversation, which excludes the quantitative portion. A qualitative research method was 
the most appropriate approach for this study as qualitative researchers can observe 
phenomena in its natural setting through field observations, interviews, or recordings 
(Smiley, 2015). 
Research Design 
For this study I used a multiple case study design, which allowed for the 
opportunity to explore juxtapositions between circumstances and compare profitable 
marketing business strategies that target multicultural stakeholders and audiences with 
the goal of replicating results. Researchers use multiple case studies to replicate findings 
or predict contrasting results based on a theory (Yin, 2014). Baxter and Jack (2008) 
suggested that a case study is a research design that probes phenomenon within the 
context of analyzing a variety of data sources where multifaceted occurrences are 
revealed and comprehended through a series of lenses. There are specific strategies in 
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qualitative case studies to ensure the credibility, dependability, confirmability, and 
transferability of a study (Houghton et al., 2015). According to Gentles et al. (2015), 
there are five prominent forms of qualitative research with the following characteristics 
of analysis:  
• Case study research involves the observation of a case within the real-life 
setting. Multiple case studies allow comparisons, particularly in diverse 
settings (Houghton et al., 2015). 
• Ethnographic research focuses on developing complex, comprehensive 
descriptions of how the individuals and groups live out life in social spaces 
where the researcher depicts and interprets the learned patterns of values, 
behaviors, beliefs, and language (Hallett & Barber, 2014).  
• Grounded theory involves using intensive, open-ended, and reiterative 
processes that simultaneously involve data collection, data analysis, and 
theory building (Cho & Lee, 2014). 
• Narrative methods rely on stories for data. The lived and told experiences are 
the tools in which people build a sense of their experience of the world and 
the vehicle with which they share that sense with others (Berry, 2016). 
• Phenomenological analysis focuses on examining how individuals make 
meaning of their life experiences or phenomenon in an effort to present a 
universal experience (Pietkiewicz & Smith, 2014). 
Case studies are the most appropriate research designs when the researcher 
conducts a situation analysis with a real world perspective (Yin, 2014). The rationale for 
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multiple case designs derives directly from a researcher’s understanding of literal and 
theoretical replications (Yin, 2014). Data saturation occurs when there is sufficient 
information to replicate the study and no new coding is possible (Fusch & Ness, 2015). A 
large or small sample size does not guarantee a researcher will reach data saturation, it is 
based on what constitutes the sample size (O’Reilly & Parker, 2013). The role of the 
researcher is an integral part of a study (Fusch & Ness, 2015). To ensure accuracy and 
data saturation, I conducted indepth interviews until no new data were produced related 
to the strategies senior marketing executives use to implement multicultural marketing 
campaigns successfully. I used open-ended interview questions during semistructured 
interviews to facilitate asking multiple participants identical questions. To ensure data 
saturation, it is imperative that the interpretation of the phenomena represents that of the 
participants and not of the researcher (Fusch & Ness, 2017).  
Population and Sampling 
Robinson (2014) recommended that once a researcher defines a sample universe 
and a sample number, the next step is to confirm the cases to be included in the sample. 
There are multiple sampling methods available, which include snowball, experience, and 
purposeful sampling. Snowball sampling works on the assumption that members of a 
population of interest are typically able to identify one another via shared relations (Wig 
et al., 2014). Experience sampling is a method widely used for gathering self-reports of 
the thoughts, feelings, and actual activities of individuals in natural settings (Lincoln, 
Marin, & Jaya, 2017). Purposeful sampling strategies are non-random ways of ensuring 
that particular categories of cases within a sampling universe are represented in the final 
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sample of a project (Robinson, 2014). I utilized purposeful sampling to identify potential 
participants for the study. 
Sampling 
Gentles et al. (2015) suggested theoretical sampling should involve sampling 
flexibly from multiple sources. For example, slices of data can include: interviews, casual 
comments, observations, reports, manuals, files, newspaper articles, tables, charts and 
secondary data, or data previously collected within another research project. Purposeful 
sampling is a technique widely used for the identification and selection of individuals or 
groups that are especially knowledgeable, experienced, and willing to participate 
(Palinkas et al., 2015). The rationale for employing a purposeful strategy is that the 
researcher assumes a theoretical understanding of the topic being studied that categorizes 
individuals based on unique or important perspectives of the phenomenon in question 
(Palinkas et al., 2015; Robinson, 2014). Participants should possess the ability to 
communicate experiences and opinions in an articulate, expressive, and reflective manner 
(Palinkas et al., 2015). 
Quantitative research requires sufficiently large sample sizes to produce 
statistically precise quantitative estimates; smaller samples are used in qualitative 
research (Gentles et al., 2015). Designating the number of participants depends upon 
what the researcher is pursuing multiple case results; for example, two or three literal 
replications are appropriate when a theory is straightforward, and the issue at hand does 
not demand an excessive degree of certainty (Yin, 2014). The target population for this 
study consisted of three senior marketing executives who successfully implemented 
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profitable multicultural marketing campaigns. The selection of two or more cases that are 
believed to be literal replications, such as a set of cases with exemplary outcomes, can 
glean the how and why of a particular intervention or strategy that has been implemented 
smoothly (Yin, 2014).  
Participants 
The participants for this study were senior marketing executives with 
memberships in professional trade associations that I have a chapter affiliation with in 
Michigan, including PRSA and AMA. PRSA is the largest professional organization 
serving the U.S. public relations community. Membership is comprised of more than 
21,000 practitioners, with a mission to help communications professionals become 
smarter, better prepared and more connected through all stages of their careers to bring 
together the profession’s collective disciplines and strengthen professional connections 
through Districts, Chapters, Professional Interest Sections and other communities 
(PRSA.org, 2017). AMA is the essential community for marketers with a network of over 
30,000 professionals. The AMA brings together marketing professionals and academics 
from all over the world to share techniques, technology and, most of all, exciting new 
ideas. Per AMA.org (2017), their principal mission is to lead, encourage, support and 
recognize the development, dissemination, and utilization of marketing knowledge and 
thought by: 
• Facilitating knowledge exchange and marketing problem solving among 
marketing educators, practitioners, and public policymakers.  
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• Offering opportunities for networking, career development and scholarly 
activities relevant to marketing educators. 
• Supporting global initiatives for marketing academics. 
• Utilizing cutting-edge technology to enhance activities and offerings.  
• Facilitating the application of marketing knowledge and tools to improve 
society. 
I utilized the purposeful sampling technique for the identification and selection of 
individuals or groups that are especially knowledgeable, willing to participate, who 
possess the ability to communicate experiences and opinions in an articulate, expressive, 
and reflective manner, as recommended by several scholars (Gentles et al., 2015; 
Palinkas et al., 2015). Although the participants were geographically located in Michigan, 
they contributed to the strategic implementation of multicultural marketing campaigns 
with global impact.  
Interview Setting 
I considered interview settings (field versus mock interviews) and interview 
modality (face-to-face, phone, and technology-mediated interviews) as potential 
strategies for interviews with participants and establishing the setting for this study, as 
recommended by Levashina, Hartwell, Morgeson, & Campion (2014). For the study, I 
conducted interviews at an offsite location mutually agreed upon by the participants and 
myself. Creating a comfortable environment or setting that is free from distractions for 
the interviewee is to conduct an informative and accurate interview (Devotta et al., 2016). 
Interviews were scheduled with all qualified participants after receiving IRB approval 
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and obtaining signed consent. The interview setting was in a private area free from 
distractions where the participants were comfortable answering the interview questions. I 
scheduled each interview session to last between 30 to 60 minutes. Video-chat 
technology is concurrent and emulates a face-to-face setting more closely because it 
affords researchers access to non-verbal cues and facial expressions of the participants 
(Shapka, Domene, Khan, & Yang, 2016). Open-ended interview questions were 
administered in a face-to-face setting, giving the participant the flexibility to stop the 
interview at any time.  
Data Saturation 
Study designs are not universal. Data saturation occurs when there is enough 
information collected to replicate the study and when further coding is no longer 
plausible (Fusch & Ness, 2015). Scholars achieve data saturation when there are no more 
emergent patterns in the data and nothing new is generated (O’Reilly & Parker, 2013). 
To ensure accuracy and data saturation, I conducted indepth interviews until no new data 
were produced relating to the strategies senior marketing executives use to implement 
multicultural marketing campaigns successfully. Fusch and Ness (2015) suggested for the 
researcher, the goal is to achieve data saturation by acquiring data that is rich in quality 
and thick in quantity. For example, thick data are much content, and rich data are multi-
layered, intricate, detailed, and nuanced (Fusch & Ness, 2015).  
Ethical Research 
Nishimura et al. (2013) suggested that obtaining informed consent is a key 
component of the research process because it upholds the ethical value of a participant’s 
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autonomy. I obtained written permission from the Walden University’s IRB and the 
participants to ensure ethical compliance before I conducted any research. The informed 
consent process consisted of the participant signing a consent form and extended 
discussions to improve the participant understanding of the research (Nishimura et al., 
2013). During the consent process and data collection process, participants have the 
ability to decline to participate or withdraw from the study (Leatherdale et al., 2014). At 
any time, all participants had the opportunity to withdraw or decline to participate in this 
study. Each participant was advised that participation was voluntary, and the option was 
available to withdraw at any time without adverse actions or consequences. Withdrawing 
from the study could have occurred by contacting me either in person, by email, or via 
telephone.  
Participants did not receive any form of payment, gifts, or incentives in exchange 
for their participation in this study. I maintained the confidentiality and privacy of all 
participants acknowledging the ethical protection of participants is paramount. Fiske and 
Hause (2014) affirmed in the age of big data it is especially important that the Belmont 
Report principles of respect for persons, fairness, and protection from harm prevail. The 
following basic ethical principles listed in the U.S. Department of Health and Human 
Services’ Belmont Report (1979) were upheld: 
• Beneficence to maximize the possible benefits and minimize possible harms 
of this study and not inflicting harm on others. 
• Justice by fairly distributing the benefits and burdens of research and respect 
for participants’ autonomy.  
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• Respect for others by acknowledging autonomy and protecting those with 
diminished autonomy.  
It is the responsibility of the researcher to ensure the protection of participants 
during a case study to provide special care and sensitivity that exceeds the research 
design (Yin, 2014). Participant personal information was not used for any purpose 
outside this research project, and no reports resulting from this study shared the identities 
of the participants. Reports that emerged from this study did not include the identities of 
individual participants. Details that might identify participants, such as the location of the 
study, were not shared. Participant personal information was not used for any purpose 
outside of this research project.  
Appropriate security measures must be in place when managing sensitive data 
containing personal information (Cox & Pinfield, 2014). Data were kept secured by using 
applicable data security measures, including password protection, data encryption, and 
use of codes in place of names, storing names separately from the data, and discarding 
names. Professional integrity related to confidentiality of participants, scenario content, 
and participant experience was required during and after the study (Gloe et al., 2013). All 
data are being kept in a secure, password-protected and safe environment, codes were 
used in place of participant names, and content will be retained for a minimum of 5 years, 
as required by Walden University. The Walden University’s IRB approval number is 02-
26-18-0445713. 
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Data Collection Instruments 
I was the primary data collection instrument in the study. Researchers use 
inductive data analysis during the qualitative process to learn from participants the 
meaning of an issue through the identification of patterns or themes (Lewis, 2015). Open-
ended interview questions were used as the instrument to identify strategies senior 
marketing executives use to implement multicultural marketing campaigns successfully. 
The semistructured interview process in qualitative research projects leads to a perpetual 
resistance against imposing a single, umbrella-like paradigm over an entire project 
(Denzin, 2014). Another data collection technique researchers use is document analysis 
(Yin, 2014). Researchers use document analysis in conjunction with semistructured 
interviews to explore the phenomenon under investigation and increase the rigor of the 
study because interviewing and document analysis enables the researcher to perform data 
triangulation (Yin, 2014). Documents may be helpful in providing specific information 
pertaining to the case study such as the spelling of names or details of events (Yin, 2014). 
I analyzed companies’ websites which contained marketing campaigns, mission and 
vision statements, diversity statements, social responsibility activities, as well as, and 
global citizenship reports. I reviewed investor relations materials which expounded on 
corporate governance, financial information, earnings reports, events and presentations 
along with stock market performance. In addition, I examined filings with the U.S. 
Securities and Exchange Commission containing annual reports of employee stock 
purchases, quarterly reports on the companies’ financial position, and proxy statements. 
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All of the organizational documents I reviewed related to the strategies senior marketing 
executives use to implement successful multicultural marketing campaigns.  
Yin (2014) said that productive case study researchers must display the following 
characteristics:  
• To ask good questions and interpret answers fairly, remaining cognizant that 
the desired result is to create a rich dialogue with evidence. 
• To serve as a good listener without response to ideologies or preconceptions. 
A good listener receives information through multiple modalities and 
assimilates large amounts of new data without bias.  
• To display adaptivity as new situations arise. A researcher should be willing 
to adapt procedures if unanticipated events occur with an unbiased 
perspective, balancing rigor without rigidity.  
• To retain a grasp of issues being studied when in an exploratory mode. Case 
study researchers understand the theoretical issues use analytic judgment 
throughout the data collection phase.  
• To avoid bias and conduct ethical research. As a case study researcher one 
should avoid substantiating a preconceived position and strive for the highest 
ethical standards while conducting research. 
The evidence or data from multiple cases are often considered more compelling, 
and the overall study is considered regarded as being more robust (Yin, 2014). I utilized 
the characteristics of a productive case study researcher while collecting data for this 
study. 
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Interview Protocol 
Establishing a protocol is a major way of increasing the reliability of case study 
research and is intended to guide the researcher in carrying out the data collection process 
(Yin, 2014). Castillo-Montoya (2016) suggested that by enhancing the reliability of 
interview protocols, researchers could increase the quality of data they obtain from 
research interviews. In case study research, data collection procedures are not routinized 
and require mediating the continuous interaction between the theoretical issues being 
studied and the data being collected (Yin, 2014). I made every effort to ensure uniformity 
with the use of semistructured, face-to-face interviews to collect data from the 
participants. Case study data collection should follow a formal protocol (Yin, 2014). I 
prepared and followed an interview protocol to facilitate consistency during the interview 
process and to ensure alignment with the research question. The interview questions 
along with the interview protocol are located in Appendix C.  
Member Checking 
Member checking is the process that was used to enhance the reliability and the 
validity of the data collection process. Construct validity provides evidence about how 
the assessment instruments are relevant to, and representative of, the targeted construct, 
and reliability provides a measurement within a construct (Haynes, Richard, & Kubany, 
1995). Harvey (2015) reported member checking as the process where participants’ 
responses to the data they constructed with a researcher are addressed and reviewed for 
accuracy. Anney (2014) proclaimed member checking as the most crucial technique for 
establishing credibility. The member checking process takes ideas back to research 
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participants for their confirmation or to gather additional material to elaborate their 
responses, adding a measure of trustworthiness to the study (Harvey, 2015). A pilot test 
was not conducted prior to interviews. However, participants were encouraged to ask 
questions to gain clarity if needed. I provided summaries of my interpretations and 
reviewed the summaries with the participants for accuracy.  
Data Collection Technique 
Hammer and Berland (2014) described data as the qualitative records of 
phenomena that researchers examine for the study, not the results of coding. I used face-
to-face, semistructured interviews as a data collection technique for the study. There are 
methodological advantages and disadvantages allied with the use of interviews in 
qualitative social science research (Lamont & Swidler, 2014). Alshenqeeti (2014) noted 
disadvantages of interviewing are: (a) high time consumption, (b) smaller scale studies, 
(c) impossibility of 100% anonymity, (d) potential for subconscious bias, and (e) 
potential inconsistencies. The advantages of interviewing are that it builds a holistic 
snapshot, offers high return rates, enables interviewees the opportunity to speak in their 
own voice, and affords them the chance to express their thoughts and feelings in a 
flexible environment (Alshenqeeti, 2014). Taking both the pros and cons into 
consideration, the interview was the best suitable data collection technique for this study.  
Another data collection technique researchers use is document analysis (Yin, 
2014). Researchers use document analysis in conjunction with semistructured interviews 
to explore the phenomenon under investigation and increase the rigor of the study 
because interviewing and document analysis enables the researcher to perform data 
61 
 
triangulation (Yin, 2014). Documents may be helpful in providing specific information 
pertaining to the case study such as the spelling of names or details of events (Yin, 2014). 
I analyzed companies’ websites which contained marketing campaigns, mission and 
vision statements, diversity statements, social responsibility activities, as well as, and 
global citizenship reports. I reviewed investor relations materials which expounded on 
corporate governance, financial information, earnings reports, events and presentations 
along with stock market performance. In addition, I examined filings with the U.S. 
Securities and Exchange Commission, containing annual reports of employee stock 
purchases, quarterly reports on the companies’ financial position, and proxy statements. 
All of the organizational documents I reviewed related to the strategies senior marketing 
executives used to implement successful multicultural marketing campaigns.  
To ensure reliability, an interview protocol was followed during the data 
collection process. A case study protocol should consist of four sections: an overview of 
the study, data collection procedures, data collection questions, and a guide for the case 
study report (Yin, 2014). I followed a step-by-step process of the interview protocol for 
the study and conducted interviews at an offsite location mutually agreed upon by the 
participants and myself. I conducted interviews in a private setting free from distractions 
to make the participants comfortable answering the interview questions. The interviews 
lasted between 30 and 60 minutes. I used a voice recorder and journal for note taking 
during the interviews. A brief introduction set the stage for the interview. 
The next step in the process provided an overview of the study informing the 
participants that the mission and goal of this study are to increase proficiency in 
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multicultural marketing strategies. By providing background information on the research, 
the participants were aware that multicultural marketing places emphasis on social 
change and transformation which has generated advancements in critical areas of public 
policy, social welfare, and ethics in target marketing, as suggested by Burton (2002). The 
potential benefits of participation in this study can contribute to increased awareness of 
prolific strategies for marketing professionals who embrace diversity and social aspects 
within a firm’s quest to optimize their bottom line.  
Participants were informed of the data collection or field procedures outlining the 
screening process in the recruitment of marketing and communications professionals with 
experience in implementing multicultural campaigns to be in the study. Enhancing the 
reliability of interview protocols can increase the quality of data obtained from research 
interviews (Castillo-Montoya, 2016). I involved participants in the member checking 
process where constructed data is addressed and reviewed for accuracy. A pilot test was 
not conducted as the semistructured interviews and open-ended nature of the interview 
questions provide an opportunity to clarify questions during the interview process. The 
data collection interview questions (Appendix D) were presented in a respectful and 
professional manner, a detailed examination of the companies website was conducted and 
investor filings with the U.S. Securities and Exchange Commission were reviewed. 
Data Organization Technique 
The management of data requires the use of powerful computational techniques 
between datasets (George, Haas, & Pentland, 2014). Data management systems that 
extract and keep track of data can be a meaningful complement to archival data sources 
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that remain largely static, by adding depth and insight from collective experiences in real 
time, thereby narrowing both information and time gaps (George, Haas et al., 2014). I 
used Zotero, an open-source research tool designed to assist in the collection, 
organization, citation, and sharing of research data. Kratochvíl (2016) reported the best 
quality reference output came from the reference management program Zotero, which has 
a simple method of downloading records from an unrestricted number of sources and 
databases, is simple to use, allowed the editing of records, and is compatible with 
Windows, Apple, and Android platforms. The codes I used to differentiate the 
participants in this study are C1P1 for company 1, participant 1; C2P2 for company 2, 
participant 2; and C3P3 for company 3, participant 3. 
I saved interview transcripts using a confidential file naming systems with codes 
for names and contained sequential interview numbers, the date, and the location. All 
data were uploaded into a data analysis program. The software for the study was NVivo, 
a qualitative data analysis software package. Sotiriadou, Brouwers, and Le (2014) 
described NVivo software as a tool researchers use to manage and organize data, 
facilitate the analysis of data, identify and categorize themes, and then summarizes the 
coded results easily to glean insight and develop conclusions. The management of 
research data is a strategic priority for universities (Cox & Pinfield, 2014). I will maintain 
all raw data in a secure and password-protected location for 5 years. 
Data Analysis 
Research findings can be placed on a continuum indicating the degree of 
transformation of data during the data analysis process from description to interpretation 
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(Vaismoradi, Turunen, & Bondas, 2013). Yin (2014) recommended researchers follow 
four principles of analysis to ensure the highest quality research, which are to (1) focus 
on the evidence, (2) addresses rival interpretations, (3) address significant aspects of the 
study, and (4) utilize prior expert knowledge. Data analysis consists of a multiphase 
process of examining, categorizing, tabulating, testing or assembling evidence to produce 
empirically based findings (Yin, 2014). The actual implementation of the methods and 
understanding their intricacies in the data analysis process receives heightened attention 
from qualitative researchers (Vaismoradi et al., 2013). Aguirre and Bolton (2014) 
reported triangulation as a method used to regulate the trustworthiness of qualitative 
research by verifying the translation of a study from more than one source that offers a 
synergistic understanding that is not biased or disorganized. I triangulated data in 
accordance with case study research referencing interview data from participants, the 
company website, and investor filings with the U.S. Securities and Exchange 
Commission. Triangulation is viewed as a qualitative research strategy to test validity 
through the convergence of information from different sources (Carter, Bryant-Lukosius, 
DiCenso, Blythe, & Neville, 2014).  
Carter et al. (2014) identified four types of triangulation as (a) method 
triangulation, (b) investigator triangulation, (c) theory triangulation, and (d) data source 
triangulation. I found methodological triangulation to be the most appropriate approach 
for the study. This type of triangulation is recurrently used in qualitative studies and 
includes interviews, observation, and field notes (Carter et al., 2014). Triangulation of 
data collection methods, tradition, and sources are inherent in the process with various 
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studies providing diversity in the three areas which are: (1) composition of data collection 
methods including interviews, focus groups, and observation; (2) synthesis and analysis 
of traditions; and (3) incorporation of multiple sources of data (Aguirre & Bolton, 2014). 
Through the development of coinciding evidence, data triangulation will help to 
strengthen the construct validity of a case by providing multiple measures of the same 
phenomenon (Yin, 2014). 
Data Analysis Process 
The NVivo qualitative data analysis system was used for coding and identifying 
themes of data collected. The researcher followed the data analysis process proclaimed 
by Yin (2014) that consists of examining, categorizing, tabulating, and assembling 
evidence to produce empirically based findings. In step one, I compiled data from only 
transcribed interviews and researcher notes, then import the data into NVivo. Roulston 
(2016) suggested that examining the interactive interview process uses a multitude of 
analytic tools ranging from narrative methods, discourse analysis, discursive psychology, 
and conversation analysis. By developing expertise in how to analyze interview 
interaction methodologically, qualitative research interviewers can concentrate on 
significant features of their interview practice (Roulston, 2016).  
In step two, I identified themes and codes, and categorize data based on keywords 
and ideas in the critical multicultural marketing conceptual framework and the literature. 
Hammer and Berland (2014) described the process of developing a coding scheme as an 
interactive top-down and bottom-up process in the sense that a researcher should be open 
to additional modifications as they become familiar with the verbal data.  
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In step three, I utilized the search, query, and visualization tools in NVivo to 
identify patterns and connections between the categories. Then the data was sorted and 
reassembled into themes. Thematic analysis can be used to analyze different types of data 
from sources like transcripts of interviews or focus groups (Clarke & Braun, 2013).  
In step four, I counted the frequency that themes appeared and showed 
relationships between them. Themes are interpretive concepts that describe or explain 
aspects of the data, which are the final output of the analysis of the whole dataset and 
articulated by interrogating data categories through comparison between and within cases 
(Gale et al., 2013). Lastly, in step five, the data was analyzed to assess the meaning of 
categories and patterns according to importance as it related to the research question and 
conceptual framework. The development of themes is a common feature of qualitative 
data analysis, involving the systematic pattern identification that generates descriptions 
capable of augmenting the phenomenon under investigation (Gale et al., 2013). 
Throughout each step of the data analysis process, the data were reviewed through 
the lens of critical multicultural marketing theory and key themes from the literature. In 
the study, I was the data collection instrument. The better a researcher discerns the 
personal view of the world through the presence of a personal lens, the ability to hear and 
interpret the behavior and reflections of others will increase (Fusch & Ness, 2015). 
Recently published studies were used to help substantiate emerging findings relating the 
results to the critical multicultural marketing conceptual framework and the general body 
of literature within the study. 
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Reliability and Validity 
Reliability and validity are different between quantitative and qualitative 
methods; however, properly conducted research using either method can be both valid 
and reliable. The process used to augment the reliability and the validity of the data 
collection process of this study was member checking. Construct validity provides 
evidence on the assessment instruments relevance to the targeted construct, and reliability 
provides a measurement within a construct (Haynes et al., 1995). Validity is the most 
noteworthy approximation to the truth based on a given proposition or inference, and a 
measure is considered reliable if it would give us the same result repetitively (Trochim, 
2006).  
According to Fassinger and Morrow (2013), qualitative approaches enhance 
relationships between researchers and participants by helping them to voice their stories 
and honor their strengths while disseminating research outcomes that can be immediately 
useful. Quantitative approaches provide large, representative samples, assert reliability on 
cause and effect relationships among constructs and summarize numerical data in ways 
that are clear and persuasive (Fassinger & Morrow, 2013). Identifying the distinction 
between qualitative and quantitative methods is pivotal when formulating a research 
strategy. Trochim (2006) also contended the four criteria for judging the soundness of 
qualitative research are credibility, transferability, dependability, and confirmability. It is 
imperative for researchers of multiple case studies to illustrate the four criteria to 
determine the rigor and address the underlying assumptions involved in much qualitative 
research (Anney, 2014; Houghton et al., 2015). 
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Dependability 
Dependability compares the concept of reliability and replicability of research, 
and refers to the stability of the data. Funder et al. (2014) declared researchers are 
responsible for balancing rigorous standards with the unique challenges of varying 
research questions and methodologies to ensure the dependability and replicability of 
research findings. I conducted member checking by providing my interpretations of the 
participants’ responses to the participants and asking them to verify their answers. A 
summary was presented back to the participants containing the specific descriptions or 
themes compiled, offering them an opportunity to provide additional context. 
Credibility 
Credibility refers to the value and believability of the findings, conducting the 
research in a believable manner, and being able to demonstrate trustworthiness 
(Houghton et al., 2015). Triangulation is a method used to regulate the trustworthiness of 
qualitative research by verifying the translation of data across studies to provide a 
cohesive understanding rather than a disordered and biased misunderstanding (Aguirre & 
Bolton, 2014). I identified methodological triangulation to be the most appropriate 
approach for the study. I triangulated data in accordance with case study research 
referencing interview data from participants, the company website, and investor filings 
with the U.S. Securities and Exchange Commission. This type of triangulation is 
recurrently used in qualitative studies and includes interviews, observation, and field 
notes (Carter et al., 2014). 
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Transferability  
Transferability discerns if findings can be transferred to similar context or 
situations, while preserving the meanings and inferences from the completed study. From 
a qualitative perspective, transferability places the responsibility on the researcher to 
perform a thorough job of describing the research perspective, and assumptions that were 
central to the study (Trochim, 2006). This criterion was achieved if the findings of a 
qualitative study are deemed transferable to other similar settings. Thick explanation of 
the setting, context, people, actions, and events studied are needed to ensure 
transferability (Yilmaz, 2013). I described the context and assumptions in meticulous 
detail to ensure the transferability of the data so researchers can make the determination if 
the results from this study are transferable to future studies. 
Confirmability 
Confirmability refers to the neutrality and accuracy of the data, and is closely 
linked to dependability. The processes for establishing both are similar. Confirmability 
ensures that the findings and interpretations reflect the views of the participants and are 
not unduly swayed by the researcher's preferences or personal agenda (Tong & Dew, 
2016). For this study during the interview process, I documented in a journal the 
predeterminations, values, and assumptions. Researchers conduct member checking to 
allow participants the opportunity to provide additional context to ensure data saturation 
(Loh, 2013). The goal is to achieve data saturation by acquiring data that are rich in 
quality and thick in quantity (Fusch & Ness, 2015). I conducted member checking by 
providing my interpretations of participants’ answers to the interview questions to each 
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participant to ensure precision in the documentation. A summary of the interpreted 
interview was presented back to the participants containing the specific descriptions or 
themes compiled, offering them an opportunity to confirm or provide additional material 
to elaborate their responses. 
Transition and Summary 
In Section 2, I discussed the (a) purpose statement; (b) role of the researcher; (c) 
participants; (d) research method and design; (e) population and sampling; (f) data 
collection instruments; (g) ethical research; (h) data collection instruments, techniques, 
organization, and analysis; and (i) reliability and validity. In Section 3, I include the (a) 
presentation of findings from the research, (b) application to professional practice, (c) 
implications for social change, (d) recommendations for action and future research, (e) 
reflections, and (f) conclusions.  
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Section 3: Application to Professional Practice and Implications for Social Change 
Introduction 
The purpose of this qualitative multiple case study was to explore the strategies 
senior marketing executives use to implement successful multicultural marketing 
campaigns. The data came from the target population of senior marketing executives in 
three profitable companies in the state of Michigan with experience in sucessfully 
implementing multicultural marketing campaigns. The data was collected via interviews, 
company websites, and investor filings with the U.S. Securities and Exchange 
Commission. 
For the study, I conducted interviews at an offsite location mutually agreed upon 
by the participants and myself. The comfortable environments were free from 
distractions, which allowed me to conduct informative and accurate interviews. 
Participants responded to the 12 interview questions outlined in the interview protocol 
(Appendix B). No interview lasted longer than 60 minutes. The codes I used to 
differentiate the participants in this study were C1P1 for company 1, participant 1; C2P2 
for company 2, participant 2; and C3P3 for company 3, participant 3. 
Through the development of coinciding evidence, data triangulation helps to 
strengthen the construct validity of a case by providing multiple measures of the same 
phenomenon (Yin, 2014). I triangulated data in accordance with case study research by 
referencing interview data from participants, the company website, and investor filings 
with the U.S. Securities and Exchange Commission. As Aguirre and Bolton (2014) 
reported, triangulation is a method used to regulate the trustworthiness of qualitative 
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research by verifying the translation of a study from more than one source that offers a 
synergistic understanding that is not biased or disorganized.  
A review of the companies’ websites provided in-depth features on marketing 
initiatives, advertisements, diversity statements, social responsibility and community 
engagement, goals and performance, and global citizenship initiatives. Investor relations 
materials expounded on corporate governance, financial information, annual reports, 
earnings reports, events and presentations as well as stock market performance. After 
examining filings with the U.S. Securities and Exchange Commission, I reviewed annual 
reports of employee stock purchases, savings and similar plans, quarterly reports offering 
views of a company's financial position and proxy statements. All of the findings directly 
aligned with the participants’ interview responses and offered insight on the corporate 
culture of the organizations. I used NVivo software to manage and organize data, 
facilitate the analysis of data, identify and categorize themes, and summarize the coded 
results easily in order to glean insight and develop conclusions. I found strategies used to 
implement successful marketing campaigns to expand market share and increase 
profitability. The three emerging themes were: (a) marketing using diversity and 
inclusion strategies; (b) segmentation, target marketing, and positioning strategies; and 
(c) cultural competence strategies.  
Presentation of the Findings 
This section contains a discussion of the three major themes that emerged from 
data analyses. The overarching research question for this study was: What strategies do 
senior marketing executives use to implement successful multicultural marketing 
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campaigns? To uncover these strategies, I based my conceptual framework on the critical 
multicultural marketing theory and literature. To collect the necessary data for this study, 
I interviewed three senior-level marketing executives with three profitable companies in 
the state of Michigan possessing experience in the successful implementation of 
multicultural marketing campaigns. 
I made every effort to ensure uniformity with the use of semistructured, face-to-
face interviews. I followed an interview protocol to facilitate consistency during the 
interview process and to ensure alignment with the research question. I used member 
checking to enhance the reliability and the validity of the data collection process. I took 
collected data back to research participants for their confirmation, to gather additional 
material, or to give them the opportunity to elaborate on their responses. I provided 
summaries of my interpretations and reviewed the summaries with the participants for 
accuracy to ensure precision in the documentation and trustworthiness of the study. 
Three themes emerged from data analysis. I have aligned the themes with the 
interview question, conceptual framework, and literature related to strategies used to 
implement successful multicultural marketing campaigns. The themes were: (a) 
marketing utilizing diversity and inclusion strategies; (b) segmentation, target marketing, 
and positioning strategies; and (c) cultural competence strategies. 
Theme 1: Marketing Utilizing Diversity and Inclusion Strategies 
The first major emergent theme was marketing utilizing diversity and inclusion 
strategies. There was a sentiment among the participants that a part of the organizational 
strategy should be inclusive and address the multicultural community proactively and 
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strategically to include diverse cultures. The three marketing executive participants 
(C1P1, C2P2, and C3P3) articulated how culture, profits, consumers, and organizational 
structure are instrumental in the implementation of diversity and inclusion strategies. 
Culture. C1P1, C2P2, and C3P3 viewed culture as the customary beliefs, social 
norms, and material traits of a racial, religious, or social group and emphasized respect 
and placing value on the variations that exist. There was a common response amongst 
C1P1 and C2P2 that many countries are much further ahead of the United States in 
regard to inclusion. C2P2 and C3P3 stated nondiverse firms often operated from a 
perspective of assumed information pertaining to the buying habits of the certain cultural 
group and believed they did not need representation from diverse cultures to share their 
perspective.  
One marketing executive, C1P1, shared that engaging multicultural groups played 
a significant part in their overall strategic planning. C1P1 specified how multicultural 
populations were identified as a priority; there was no option of being inclusive. The 
executives C2P2 and C3P3 agreed that getting people to see beyond color, beyond 
ethnicity, and beyond the stereotypes requires a leader of an organization who is well 
respected and who has delivered positive results in the past. C1P1 shared, “[F]rom a 
marketing standpoint diversity was part of the strategy. We were required to do so. It was 
not an option to present a plan that did not include diversity and inclusion.” 
Profit. The reason diversity and inclusion are important is because there are direct 
correlations in profitability and return on investment in both the top line as well as 
bottom line. There are diverse communities that are growing at an expeditious rate with 
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community members assumed not to possess the disposable income to become a 
legitimate factor in the marketplace. According to C3P3, “[O]ften marketers miss a 
lucrative opportunity by minimizing the value of multicultural consumers and skilled 
marketing professionals should recognize you can’t count other people’s money.” C2P2 
emphasized multicultural marketing strategies should focus on bringing inclusive 
communities to the table to understand and gain insight into their interests, engaging 
stakeholders, as well as board and advisers that were nonwhite.  
The goal was to understand what the stakeholder’s concerns were and what they 
would like to see in regard to deliverables from the organization. It was very important to 
get the target audience’s perspective. C1P1’s organization implemented multicultural and 
ethnic strategies and received a higher return on investment from targets in Europe than 
in the United States. If there was a connection to multicultural initiatives, racism and 
discrimination were not as evident in other parts of the world as in the United States. The 
presumption was that the initiatives would succeed because there was no barrier of 
historical ills. The basis for this strategy supports the goal of continuing to grow revenues 
as well as acknowledging that expanding their consumer base required looking at 
attracting more customers of diverse backgrounds. C1P1 shared there was an expectation 
of the company’s initiatives to be diverse and they would perform better financially as a 
result of it. 
Organization structure. Organizational diversity or inclusiveness refers to 
business practices such as marketing, corporate strategic change, innovation, and 
corporate social responsibility, which are essential elements involved in emerging 
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multicultural marketplaces (Al-Mamun et al., 2013). The three executives (C1P1, C2P2, 
and C3P3) implemented strategies of inclusion and made conscious decisions to have a 
diverse set of individuals representing their brand. In addition, C1P1 and C2P2 noted 
recruiting marketing firms that also had a broad demographic makeup of employees that 
correlated with the consumer base they were trying to reach. A factor impacting the 
success and resource allocation depended on whether the company was a micro player or 
a major organization in the marketplace.C3P3 strongly believed that even if outsourcing a 
marketing function, the staff, firm, or agency identified to actually lead multicultural 
campaigns should consist of members of the target population. This is vitally important to 
ensure that the integrity of the campaign is sustained from beginning to end.  
One of the marketing executives (C1P1) noted the importance of initiating a 
deliberate focus on the actual demographic makeup of the people who compose the 
marketing teams. C1P1 and C3P3 looked at overall marketing from a multicultural 
standpoint and noted being in work environments that were not inclusive were filled with 
challenges, as opposed to being with organizations that openly embraced inclusion. C1P1 
deduced that companies who truly have a vested interest in welcoming all cultures in the 
workforce have greater odds of profitability because that is what also constitutes the 
customer base. Licsandru and Cui (2018) placed emphasis on inclusion and 
transformation in marketing strategies yielding organizational profits if implemented 
appropriately.  
C1P1, C2P2, and C3P3 suggested their inclusive strategies were not in support of 
utilizing marketing firms that did not consist of a diverse staff. There were organizations 
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that entered strategy planning sessions forecasting for the next 5, 7, or 10 years. Basing 
tactics and strategy on the insights garnered from the demographic shifts that are 
happening around the world, C1P2 concluded that diversity must play a large part of their 
overall strategic planning.  
Consumers. C2P2 shared that marketers should look at how the world's 
population is becoming an extremely diverse demographic and the next huge buying 
cohort of millennials or the generation immediately following them is one of the most 
diverse generations the world has ever known. Having not only the ability but a strong 
desire to speak to a broader and more diverse consumer base is extremely important. The 
consumer profile being sought after by the participants’ organizations contained a diverse 
demographic makeup of income, ethnicity, and psychographic factors. 
Consumers of diverse cultures are extremely important because this is the key 
indicator for the health of the business. C2P2 detailed that in addition to campaigns their 
organization has seen an increase in consumers starting to ask the following questions:  
What are we doing in the communities in which we do business? How are we 
impacting the lives of individuals in the community in which we do business? Are 
you trying to do more to better the world in which we live or are you just trying to 
get consumers to buy your product? The consumer focus is not specifically related 
to a marketing campaign but it's more about who we are as an organization. There 
is a lot that goes into campaigns, however, consumers are a lot more 
sophisticated, and they want to know what companies are doing in the 
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communities in which we do business. In a lot of diverse communities, customers 
want to know what we are doing to help those communities as well. 
C1P1 stated, “I would say that not only consumers are more sophisticated as it 
relates to companies executing marketing campaigns, they are also asking a different set 
of questions related to social responsibility.” I developed Figure 1 to help visualize the 
correlation between diversity and inclusion strategies with organizational structure, 
culture, customers, and company profits as it relates to multicultural marketing. 
 
Theme 2: Segmentation, Target Marketing, and Positioning Strategies 
The second major emergent theme was related to segmentation, target marketing, 
and positioning (STP) strategies. C1P1, C2P2, and C3P3 provided insight related to STP 
strategies for multicultural marketing campaigns. Gengler and Mulvey (2017) proclaimed 
the segmentation, targeting, and positioning strategies should consist of firms estimating 
the composition and profile of market segments defined by how they respond to market 
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stimuli, followed by identifying and conveying an effective value proposition. The three 
marketing executive participants (C1P1, C2P2, and C3P3) were in agreement that STP is 
no easy task and companies need this expertise because it’s not fiscally responsible just to 
perform marketing on the fly.  
Segmentation. One of the executives C2P2 contended that targeting and 
segmentation often require looking globally within your industry as to what a particular 
clientele of multicultural groups are comprised of and at what level the company projects 
the consumer to invest. C3P3 noted it is reasonable to assume if a population is greater in 
volume then a company may have a greater opportunity to infiltrate that group of people, 
either by motivating them to participate in the business that you're in or by offering 
consumers a variation of a product. As a result, the company may discover that even 
when offering an incentive to a particular community, potential customers may not have 
an interest in that product. 
Another participant, C1P1, articulated that some marketing teams will analyze a 
target group’s revenue to determine what could potentially be spent on the companies’ 
products. C1P1 stated, “depending on the nature of your business marketers should also 
assess areas that are more of a commercial nature not necessarily related to investment or 
a necessity for an individual or family.” Respondents C1P1, C2P2, and C3P3 reported an 
organization might evaluate how does this person or group of people spend money, at 
what frequency do they spend, and what typically do they want in return. To accomplish 
this goal, the participants used a number of different strategies. The second participant 
C2P2 suggested the most effective strategies to utilize a diverse group of vendors or 
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teams that were entrenched in the cultural market. Many companies invest significant 
resources in vendors when outsourcing this function, as opposed to organically delving 
into the segmentation of different cultural markets as an in-house function.  
C1P1 and C2P2 described the importance of having representatives reflective of 
the cultural groups contribute to the development of the question pool, appropriate 
inquiries and strategies around the specific group you are trying to reach. One executive, 
C3P3, articulated the position that organizations need marketing professionals who can 
help analyze those questions prior to asking them because certain questions could be 
offensive based on lack of knowledge of their culture, resulting in your offerings to that 
particular group being offensive. C3P3 was adamant as the marketing teams begin to 
strategize what a focus group will actually focus on, it's important to prelude the kind of 
environment you plan to target to ensure the right people are in the room. It is essential to 
think about the right and most appropriate questions and to eliminate those questions that 
may be offensive by nature or maybe not at all have any relevance. 
C2P2 suggested a company’s priorities may depend on where you are in the 
world. Domestically in the United States, multicultural marketing is a large part of many 
campaigns; however, China’s diversity in campaigning is not always first and foremost 
because the demographics of the population is homogeneous. Both C1P1 and C2P2 stated 
as it related to segmentation, the optimal answer would depend on what part of the world 
you are in; if certain segments like the United States is comprised of a very diverse 
population, targeting will play a much larger role. There was a consensus among 
interview respondents C1P1, C2P2, and C3P3 that companies can be plagued by 
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investing more in a multicultural environment than the return on investment will provide. 
In order to be effective within an organization, C3P3 suggested companies need to realize 
everything can’t always be brought in-house, you need to hire or contract experienced 
professionals to help with it. C2P2 stated, “we don't necessarily look at segmentation 
solely from an operating cost standpoint but more so the channel that we use to determine 
how large, how wide, and how deep can our reach be by using different campaigns and 
different channels.” C1P1, C2P2, and C3P3 contended now more than ever it takes 
market segmentation to get to another level. 
Targeting. Targeting consumers and using sociodemographic factors including 
culture, gender, geographic location, and occupation as behaviorally based indicators 
should help to develop a brand positioning strategy to support commercialization 
(Gengler & Mulvey, 2017). Participant C2P2 suggested that targeting really comes as a 
result of the initial planning strategy. Companies may consider what the surrounding 
communities look like, relating to who has the propensity to participate in the activity or 
product being sold. C2P2’s organization accessed or tapped into the diverse talent pool 
by sourcing diverse staff entrenched in communities being targeted. C2P2 proclaimed 
consumers are more likely to notice and respond favorably toward marketing efforts 
containing ethnic cues targeting them; then companies can profit from developing ad 
campaigns incorporating such cues. Valos et al. (2017) reported that social media has 
promise regarding targeting influencers, enabling the cost-effective delivery of 
personalized messages, and engaging with numerous customer segments in a 
differentiated way. 
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C3P3 shared a variety of companies incorporate strategies consisting of buying 
big splashes of marketing promotions that will stimulate consumer interest, just because 
it's worth the chance. C3P3 stated,  
There should be an equation combining a company’s ability to provide customer 
service with other amenities to attract perspective customers who didn't realize 
your offerings because they had not patronized you before. Those may be 
marketing dollars that you would reinvest into that specific audience if the 
community doesn't grow.  
Positioning. C1P1, C2P2, and C3P3 recommended that an organization make an 
informed decision on themes and willingness-to-pay measures to develop the brand’s 
positioning strategy. It is essential to develop measures to understand the real sources of 
value to consumers and to use the findings to develop appropriate positioning strategies. 
C3P3 recommended remaining cognizant that the likelihood of expanding a company’s 
market share on its own, without multicultural initiatives, just on face value or the ability 
to engage individuals in a particular marketplace will probably experience minimal 
change. C3P3 implied what needs to change is an expansion of inclusive marketing 
strategies that either motivate people by the company’s offerings where consumers are 
willing to give the product a try, or other aspects of the organization move a specific 
customer base to a place where there is a desire to engage with the company over a 
longer period of time.  
C2P2 encouraged marketing teams to enrichen their understanding of customers, 
respond to insights and accept innovation. This approach is suited for identifying the key 
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sources of value proposition and adds to the development of advertising and positioning 
strategy. According to C3P3, it could typically cost more money when trying to reach a 
multicultural clientele with specific marketing initiatives. C3P3 added that when 
attempting to expand market share companies are always looking for different ways to 
infiltrate other entities customers. In a company that has been in existence for a number 
of years, it is not likely the pool will necessarily get any bigger, unless the population 
grows and, in order to grow market share, a marketer will also need to incorporate a 
conversion strategy in the way the business or product is positioned. 
C1P1, C2P2, and C3P3 shared that positioning can also relate to geography. 
When reviewing metrics, the immediate dynamics of the proximity of a community 
within a certain geographic area has the propensity or access to patronize should be 
considered. Notwithstanding all of the other cultural concerns that may come out of it, 
C3P3 recommends looking at a group that just wants to do business, who just wants to 
come and participate in what is being offered. C1P1 believes marketers should identify 
and convey an effective value proposition to target consumers rendering comparisons 
with the competitors’ models to ensure the positioning strategy is sustainable. Figure 2 is 
a representation of the segmentation, targeting, and positioning process. Grewal and Levy 
(2017) suggested the implementation of STP strategies should consist of clear 
segmentation goals and objectives, identification of a target market, and proper execution 
and evaluation of the positioning strategy.  
84 
 
 
The notion that targeting one market segment may alienate other consumers is 
well understood. There are clear examples of targeting efforts misjudging the desired 
audience. In the case of Pepsi’s Kendall Jenner ad, part of the ‘Live Now’ campaign, 
Pepsi desired to send a message of unity designed to appeal to youth (Taylor, 2017). The 
ad begins by depicting a protest in the streets, with young demonstrators holding signs 
with statements such as ‘Love’ and ‘Be Part of the Conversations.’ In the ad’s climactic 
scene, a police officer accepts a can of Pepsi from Kendall Jenner, setting off wild 
approval from the protesters and an appreciative gesture from the officer. Pepsi was 
simply not effective in encoding the ad so that viewers would fathom a message of youth, 
and unity. Taylor (2017) suggested conservatives, including millions of young 
conservatives who viewed the ad nationwide and condemned it of being critical of their 
views, decoding the message as an indictment of conservative values. Meanwhile, young 
liberals decoded the ad as incorrectly suggesting that the solutions to deeply troubling 
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and complex issues are simple. Current activists responded to the ad depicted the 
opposite of their real-world experience of protesting police brutality. Taylor (2107) noted 
Pepsi missed the mark resulting in the ad having to be pulled and released a statement, 
"we did not intend to make light of any serious issue.” PepsiCo (2017) wrote in a 
statement, “we are removing the content and halting any further rollout. We also 
apologize for putting Kendall Jenner in this position." 
Indra Krishnamurthy “Nooyi,” an Indian-American business executive and the 
current Chairman and Chief Executive Officer of PepsiCo, shared with Fortune (2017), 
"This has pained me a lot because this company is known for diversity, and the fact that 
everybody who produced the commercial and approved the commercial did not link it to 
Black Lives Matter made me scratch my head." Nooyi told Fortune (2017),  
I had not seen that scene . . . and I take everything personally . . . the minute I saw 
people upset, I pulled it . . . and you know what, it's not worth it . . . there were 
people on both sides, but at the end of the day, our goal is not to offend anybody.  
In summary, target marketing strategies have the potential for consumer backlash 
against a clearly relevant brand even including the targeted segment (Bhattacharjee et al., 
2014). 
Theme 3: Cultural Competence Strategies 
The third major emergent theme referred to cultural competence strategies. 
Cultural competence is the ability to work effectively with people from different cultural 
backgrounds (Fitzsimmons, 2013). The three marketing executive participants responded 
to interview questions indicating in their businesses the customer base is quite diverse 
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and goals consisted of the desire to be viewed as a company that is culturally competent 
when dealing with different demographic groups. C1P1 and C2P2 concluded the 
implementation of successful multicultural campaigns requires a level of expertise and 
commitment within the organization. 
Cultural awareness. In terms of multicultural perspectives, C1P1 contended that 
it is pivotal to work with diverse vendors, staff and stake holders closest to the population 
to garner their perspective and insights. Culture is the group-level reflective construct 
described as a set of shared characteristics reflected in the behavior of individuals within 
a specific group (Caprar et al., 2015). C1P1, C2P2, and C3P3 concluded it is imperative 
for marketing professionals to be cognizant of potential stereotyping within the 
organization and proficient in the engagement of consumers from diverse cultures. 
Resnik (2015) accounted honesty, objectivity, integrity, responsible mentoring, respect 
for colleagues, social responsibility, non-discrimination, competence, legality, and human 
subject protection as a general summary of ethical principles. 
Cultural sensitivity. C1P1, C2P2, and C3P3 indicated that they are intentional in 
their efforts to ensure companies demonstrate cultural competence when executing 
marketing initiatives. The goal is to avoid executing actions in a manner that were 
insensitive or offensive in marketing campaigns or approaches directed toward reaching 
varying groups of consumers. C1P1 also suggested companies need to perform due 
diligence when contracting marketing functions to vendors. C3P3 reported receiving 
proposals from marketing agencies boasting their ability to procure consumers from 
various cultural backgrounds based on the deployment of culturally competent strategies.  
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Cultural knowledge. There was an agreement between C2P2 and C3P3 that there 
are so many resources and data available to marketers compared to 20 or 30 years ago on 
how to effectively include diverse cultures into the conversation regarding a purchase. 
C2P2 stated, “to take cultural competence a step further it is not a conversation; now it is 
an informed thought process.” C1P1 reported a culturally competent organization should 
continually assess organizational diversity, a range of values, beliefs, knowledge, and 
experiences within the organization that would allow focus when working with ethnic 
communities. C3P3 believed seasoned professionals should deduce if potential strategies 
are viable or have the probability of failure based on the sense of inclusion within the 
concept. C3P3 shared,  
If the decision maker has experience in the industry they may have to make the 
judgement call of approving or disapproving a strategy. Cultural competence 
should be ingrained in the corporate culture of the organization and the focus 
shouldn’t end with vendor relations. 
Cultural skills. C1P1 and C2P2 reported experiences where cultural concerns 
precluded customers from patronizing their business due to a limited comfort level versus 
that of the competition. Substance Abuse and Mental Health Services Administration 
(2018) concluded that organizations must be deliberate and intentional when 
demonstrating cultural competence and the execution occurs along a continuum. 
Substance Abuse and Mental Health Services Administration (2018) also recommended 
that investments in building capacity for cultural competency and inclusion required 
having policies, procedures, and resources in place that make the ongoing development of 
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cultural competence and inclusion possible. C3P3 articulated that companies should 
continuously develop tools to promote culturally competent, compassionate, courageous, 
and intercultural communication across all lines of the business. 
Figure 3 illustrates the cultural competence model. Papadopoulos, Shea, Taylor, 
Pezzella, and Foley (2016) proclaimed the cultural competence model consists of the 
following four components: 
• Cultural awareness which requires proficiency in cultural identity, heritage 
adherence, ethnocentricity and awareness of stereotyping. 
• Cultural skills contain assessment skills, critical thinking, and the ability to 
challenge or address prejudice, discrimination, and inequalities. 
• Cultural knowledge entails possessing a sociological, psychological and 
anthropological understanding of the similarities and differences of various 
cultures. 
• Cultural sensitivity necessitates empathy, interpersonal/communication skills, 
acceptance, appropriateness, and respect. 
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The Ad Standards Bureau in Australia manages the complaint resolution process 
of the advertising self-regulation system reported the outcome and the consequence of a 
failed campaign by Carlton & United Breweries (CUB), (Ad Standards, 2018). Ad 
Standards administers a national system of advertising self-regulation. The self-regulation 
system recognizes that advertisers share a common interest in promoting consumer 
confidence and respect for general standards of advertising. Ad Standards (2018) reported 
the case of an Australian beer company as not being culturally competent. CUB created a 
television advertisement depicting a satirical public announcement from Yak Ales 
regarding a fictitious discovery of a ‘ginger gene’ and draws an analogy to people with 
red hair. The voice in the audio suggested that ginger bottles are ‘hiding’ in regular Yak 
Ale six packs and invited consumers to find one and claim a cash prize. The ad continued 
by calling on consumers to stop the spread of the gene by searching inside six packs of 
90 
 
beer for hidden bottles marked with a special label. It quickly backfired when consumers 
called out the racist undertones of the advertisement suggesting the campaign makes fun 
of people with ginger (red) hair and portrays them in an inferior manner. According to the 
Ad Standards report, consumers said the ad was “offensive, racist, and encouraged 
bullying.” There were other consumers who reportedly felt that it was very offensive for 
the advertisement to discriminate against those with red hair, suggesting that someone 
needed to stop the gene from spreading as if it were some sort of disease. 
The media watchdog agreed and ruled that the commercial must be taken down. 
According to Ad Standards, “The phrase ‘stop the spread of the gene’ overstepped the 
line between being light-hearted humor and made a strong suggestion that an identifiable 
group of the population was to be considered unpopular.” The majority of the panel 
considered the suggestion that the genetic trait needed to be stopped was a negative one 
and considered that the most reasonable interpretation of this line was that having red hair 
was undesirable (Ad Standards, 2018). The panel measured if the beer advertisement 
complied with Section 2.1 of the Code which requires advertisements not to portray or 
depict material in a manner discriminating against or vilifying a person or section of the 
community on the basis of race, ethnicity, nationality, gender, age, sexual preference, 
religion, disability, mental illness or political belief. In the Panel report of the Practice 
Note for Section 2.1 of the Code of Ethics which provides the following definitions of 
discrimination as the unfair or less favorable treatment, and vilification is an action that 
humiliates, intimidates, incites hatred, contempt or ridicule (Ad Standard, 2018). The 
majority of the panel considered that the inclusion of this line in the advertisement was 
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vilifying of people with red hair as it was likely to incite ridicule of those people, the 
report documents. C1P1 stated,  
As many have seen throughout the years some brands do not recover from 
dropping that ball (the multicultural ball), some brands can’t recover. I think 
everybody must take that into consideration when investing resources and 
developing the best multicultural campaign for their organization. 
How Findings Tied to Conceptual Framework and Literature 
The conceptual framework guiding this study was the critical multicultural 
marketing theory. Burton (2002) offered the first attempt at a critical multicultural 
marketing theory inspired by leading critical theorists. Guiding themes for the critical 
theory are both human emancipation, equality and egalitarianism (Alvesson & Kärreman, 
2016). The data came from interviews within the target population consisting of senior 
marketing executives within three profitable companies in the state of Michigan who 
possessed experience in successfully implementing multicultural marketing campaigns. 
The results of this research study tied to the conceptual framework and literature by 
identifying the strategies senior marketing executives used to implement successful 
multicultural marketing campaigns. The critical methodology is grounded in a critical 
hermeneutic orientation towards the demystification of hegemonic power relations 
(Burton, 2002). The outcome of the data analysis yielded three emergent themes: (a) 
marketing utilizing diversity and inclusion strategies, (b) segmentation, target marketing 
and positioning strategies, and (c) cultural competence strategies.  
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As it relates to diversity and inclusion, the multicultural marketing debate has led 
researchers to explore whether different cultural groups require specific marketing 
approaches (Burton, 2002). Participants viewed culture as the customary beliefs, social 
norms, and material traits of a racial, religious, or social group and emphasized respecting 
and placing value on the variations that exist. Burton (2002) affirmed the critical 
multicultural marketing conceptual framework is an inclusive and transformative 
marketing strategy with the propensity to yield organizational profits when implemented 
appropriately. The executives implemented strategies of inclusion and made conscious 
decisions to have a diverse set of individuals representing their brand. Andrevski et al. 
(2014) stated that culturally diverse firms developing and introducing new competitive, 
diversified action plans and activities are more likely to gain market share and profits 
than firms with homogeneous management teams. 
Gengler and Mulvey (2017) proclaimed segmentation, targeting and positioning 
strategies should consist of firms estimating the composition and profile of market 
segments defined by how they respond to market stimuli, followed by identifying and 
conveying an effective value proposition. Target marketing to consumers using 
sociodemographic factors including culture, gender, geographic location, and occupation 
as behaviorally based indicators help to develop a brand positioning strategy to support 
commercialization (Gengler & Mulvey, 2017). The interview participants suggested that 
targeting is essential to a planning strategy. Companies seeking engagement in 
multicultural markets may consider what the surrounding communities look like, who has 
the propensity to participate in your business segment and at what level. However, 
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Demangeot, Broderick et al. (2015) suggested that minimal research studies target market 
segments to solicit consumer views on being singled out solely by ethnicity during 
marketing campaigns. The organizational process of commodification or transforming 
ideas into products exchanged across economic systems is often challenged by 
contradictions identified by activists, policies, and social disparities due to hegemonic 
influences of culture, ideology or profitability (Place et al., 2016). 
Marketing teams should analyze a target groups revenue to determine what 
potentially they will spend out of their income on their products. Participant data suggests 
intentional measures to ensure companies have a diverse talent pool by sourcing diverse 
staff entrenched in communities being targeted. Burton (2002) contended the marketing 
implications of critical multicultural marketing theory often question the existing nature 
of multicultural marketing strategies and focus on how improvements could be more 
inclusive of underrepresented populations of consumers.  
Cultural competence is paramount as it offers the ability to work effectively with 
people from different cultural backgrounds (Fitzsimmons, 2013). The research data on 
cultural competence suggests culturally competent organizations should continually 
assess organizational diversity, a range of values, beliefs, knowledge, and experiences 
within the organization that would allow focus when working with ethnic communities. 
Burton (2002) contended critical theory strongly suggested that representations of race, 
class, gender, and ethnicity should be understood with the central task of transforming the 
social, cultural, and institutional relations from which the meaning was generated.  
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Applications to Professional Practice 
The information gathered in the study is valuable to current and future marketing 
managers with an interest in marketing to multicultural consumers. The expansion of 
market share in a globally plural and emerging cultural context requires senior marketing 
executives to develop a clear understanding of the manner in which consumers from 
different cultures identify themselves to products, services, or consumption practices in 
their daily lives (Le et al., 2015). As the world continues to become more diverse, it is 
essential to implement strategies to expand market share with culturally inclusive 
messaging. Understanding cultural differences is one of the most significant strategies for 
senior marketing executives to develop to gain a competitive advantage in business 
(Calabrese et al., 2015). Many companies experience the loss of profitability and 
competitive advantage as a result of inadequate multicultural marketing campaigns. The 
reason this business problem occurs is that some senior marketing executives lack 
strategies to implement successful multicultural marketing campaigns. 
In this study, I found that organizational strategies should be inclusive and 
address the multicultural community proactively and strategically. Participants 
emphasized being respectful and placing value on the variations that exist in different 
cultures regarding customary beliefs, social norms, and material traits of a racial, 
religious, or social groups. I found that if marketing functions are to be outsourced, 
participants suggested that inclusive strategies were not in support of utilizing marketing 
firms that do not have a diverse staff. Targeting consumers and using sociodemographic 
factors, including culture, gender, geographic location, and occupation as behaviorally 
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based indicators should help to develop a brand positioning strategy to support 
commercialization (Gengler & Mulvey, 2017). STP is not an easy task to perform; 
therefore, companies need STP expertise because it is not fiscally responsible just to 
perform unplanned marketing. Companies should continuously develop tools to promote 
culturally competent, compassionate, courageous, and intercultural communication across 
all lines of the business. 
Implications for Social Change  
The implications for positive social change may include creating and sustaining a 
respectful environment of inclusion that engages underrepresented populations of 
consumers. Ethnic and cultural diversity is not uniquely an American phenomenon, as 
marketplaces worldwide are experiencing increasing ethnic diversity (Czarnecka et al., 
2018). Few researchers have investigated beyond the direct relationship between 
multicultural diversity and performance, missing the explanation of the manner in which 
diversity affects firm performance (Andrevski et al., 2014). U.S. minority groups’ buying 
power is approaching $4 trillion dollars and outpacing mainstream markets, which 
suggests this segment of the population warrants minority-tailored marketing strategies to 
increase business profitability (James et al., 2017).  
From a management perspective, it is important for companies to enhance 
multicultural awareness and sensitivity to cultural differences as major components for 
success in the world marketplace (Calabrese et al., 2015). The potential implication 
towards establishing a positive social change relates to sustaining a respectful 
environment of inclusion engaging the underrepresented population of consumers. 
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Transformation in multicultural marketing plays an integral role in social change by 
placing emphasis on developments in essential areas of public policy, social welfare, and 
ethics in target marketing (Licsandru & Cui, 2018). The marketing implications of critical 
multicultural marketing theory often question the existing nature of multicultural 
marketing strategies and focus on the way improvements could be more inclusive of 
underrepresented populations of consumers. Scholarship aligned with critical theory 
shares a commitment to human freedom and evolution in thinking (Tadajewski et al., 
2014). Researchers use critical multicultural marketing theory to question the existing 
nature of multicultural marketing strategies and focus on the way improvements could be 
more inclusive of underrepresented populations of consumers (Licsandru & Cui, 2018). 
Recommendations for Action 
Organizational leaders, marketing executives, and marketing professionals should 
pay attention to the results of this study and consider assessing the strategies used to 
implement successful multicultural marketing campaigns. Based on the research findings 
and the emerging themes, I make the following recommendations to marketing 
executives. First, I recommend that organizational leaders place diversity and inclusion as 
a priority within their corporate culture. The reason this priority is important is because 
there are direct correlations of profitability and return on investment in both the top and 
bottom line with inclusive strategies. Organizational diversity or inclusiveness refers to 
business practices, such as marketing, corporate strategic change, innovation, and 
corporate social responsibility, which are essential elements involved in emerging 
multicultural marketplaces (Al-Mamun et al., 2013).  
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Secondly, I recommend that organizational leaders ensure the selection of the 
right team members, empowered to make decisions. As the data reinforced the 
importance of having a deliberate focus on the actual demographic makeup of the people 
that comprise the marketing teams to reflect that of the target markets, team members 
also need to have a voice to contribute to strategic initiatives. Getting people to see 
outside the limits color, ethnicity, and stereotypes requires a well-respected leader with a 
proven track record in the area of inclusion.  
Third, I recommend that companies become proficient in STP strategies. 
Targeting consumers using sociodemographic factors, including culture, gender, 
geographic location, and occupation as behaviorally based indicators should help to 
develop a brand positioning strategy to support commercialization (Gengler & Mulvey, 
2017). The fourth recommendation for action is for companies to be culturally competent 
by demonstrating the ability to work ethically and effectively with people from different 
cultural backgrounds. Resnik (2015) accounted honesty, objectivity, integrity, responsible 
mentoring, respect for colleagues, social responsibility, non-discrimination, competence, 
legality, and human subject protection as a general summary of ethical principles. My 
fifth, and final recommendation is that marketing professionals should utilize market 
research and multicultural insights. Grewal and Levy (2017) reported the market research 
process consists of defining the objectives and research needs, designing the research, 
collecting the data, analyzing the data and developing insights, and implementing an 
action plan. To disseminate the results of this study, I will provide a summary of the 
findings from this study to individuals upon request. I will also offer training to 
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marketing managers and disseminate the results of this study via published literature and 
conferences. 
Recommendations for Further Research 
In future research, I recommend researchers conduct different types of studies to 
gain a better understanding of the effective implementation of successful multicultural 
marketing campaigns. Next, I recommend conducting multiple case study research on the 
impact social media has on multicultural marketing campaigns. Consumer-to-consumer 
communication via social media has transformed the control that marketing executives 
historically maintained, presenting both threats and opportunities to marketers and their 
competitors (Valos et al., 2017). Third, I recommend qualitative research studies on how 
influencers can have a positive or negative influence on campaigns. Valos et al. (2017) 
reported that social media represent an opportunity regarding targeting influencers, 
enabling the cost-effective delivery of personalized messages, and engaging with 
numerous customer segments in a differentiated way. Fourth, the data from the study 
ascertained that companies spend significant time and resources attempting to get 
customers to engage in multicultural initiatives. Capturing data on multicultural 
consumer interests and other metrics helps companies understand customers’ needs based 
on demographics and psychographics. Placing limitations on multicultural investment 
dollars based on majority marketing organizations’ philosophies oftentimes miss an 
opportunity to grow in multicultural segments due to a lack of diversity of knowledge.  
This study was limited due to the complexity of studying culture, diversity, and 
inclusive intiatiaves. Culture is a multifaceted and multilayered construct where the exact 
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interaction of culture and leadership is not universal or unequivocal (Mittal, 2015). All 
companies do not follow identical methodologies for interacting with consumers of 
various backgrounds. The next limitation of this study pertained to companies’ comfort 
level with disclosing their multicultural marketing strategies related to diversity. 
Participatns viewed their strategies as confidential and did not want to jeopardize 
exposure of intellectual property. Lastly, this study was limited to companies disclosure 
of marketing budgets, allocations for cultural campaigns, and return on investment. This 
information is confidential in nature and not accessible to the researcher. Further research 
related to financial investments in multicultural campaigns and the return on those 
investments would be beneficial for marketing managers during the decision making 
process. 
Reflections 
The doctoral study process provided a wealth of knowledge for the requirements 
needed to conduct research. I did not realize at the start of this process the actual amount 
of time and effort I would invest and of information that I would obtain at the conclusion 
of the study. There were moments when I felt discouraged, disheartened, and frustrated. 
It was as though I had reached an impasse or place of darkness. I felt as though if I 
looked back, I had gone too far to give up but not far enough to see the light at the end of 
the tunnel. From the beginning of the study, as I identified the business problem, I always 
believed there was a gap between academia and business practice on the topic of 
multicultural marketing. Trends in academia are ponderous compared to practitioners in 
organizations who take minority marketing initiatives seriously by developing 
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multicultural marketing groups and hiring ethnic minority staff to gain an insider 
perspective (Davis, 2018). 
The literature review process was challenging but rewarding once I understood its 
importance to the study as a whole. I thoroughly enjoyed the data collection process and 
learning about the prolific strategies senior marketing executives use to successfully 
implement multicultural marketing campaigns. By using the interview protocol, I was 
able to mitigate any personal bias that could have affected the participants or situations. 
My greatest obstacle was using the data analysis software because my use of the system 
coincided with the integration of a new version of the tool.  
The greatest change in my thinking relates to the complexity of multicultural 
marketing campaigns within companies that have a global footprint. I did not have at the 
forefront of my consideration that some countries are homogenous and do not have the 
historical, cultural biases that exist in the United States. With the expansion of the 
Internet and social media, these factors must be a priority for marketers. Also, the impact 
of geography or place in the marketing mix was an eye-opening experience. Research 
participants reported miscalculations on their part by ignoring the community that was in 
the closest proximity. Some marketing strategies targeted those who had a greater 
propensity to spend more money. Their marketing teams took the economics of the 
particular group into account and assumed that their location would capture a greater 
percentage. While in reality, there were other factors that didn't immediately come into 
view, requiring the marketing team to reengineer initiatives precluding proximity as the 
sole determining factor. 
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Conclusion 
The purpose of this qualitative multiple case study was to explore the strategies 
senior marketing executives use to implement successful multicultural marketing 
campaigns. The findings of this study align with the literature related to multicultural 
marketing strategies. The specific business problem was that some senior marketing 
executives lack strategies to implement successful multicultural marketing campaigns. 
There is a gap between academia and business practice on the topic of multicultural 
marketing. Trends in academia are not plentiful compared to practitioners in 
organizations who take minority marketing initiatives seriously by developing 
multicultural marketing groups and hiring ethnic minority staff to gain an insider 
perspective (Davis, 2018). The findings of this study may help marketing managers in 
their quest to initiate multicultural campaigns when referring to the emergent themes of 
diversity and inclusion strategies, segmentation, target marketing, positioning, and 
cultural competence strategies. 
 
102 
 
References 
Ad Standards (2018). Ad standards community panel case. Retrieved from 
https://www.adstandards.com.au/cases/2018/ 
Aguirre, R. T., & Bolton, K. W. (2014). Qualitative interpretive meta-synthesis in social 
work research: Uncharted territory. Journal of Social Work, 14, 279-294. 
doi:10.1177/1468017313476797 
Al-Mamun, A., Yasser, Q. R., Entebang, H., Nathan, T. M., & Rahman, A. (2013). 
Gender diversity and economic performance of firms: Evidence from emerging 
market. Journal of Economic Development, Management, IT, Finance & 
Marketing, 5, 100-110. Retrieved from http://www.gsmi-ijgb.com/  
Alshenqeeti, H. (2014). Interviewing as a data collection method: A critical review. 
English Linguistics Research, 3, 39-45. doi:10.5430/elr.v3n1p39 
Alvesson, M., & Kärreman, D. (2016). Intellectual failure and ideological success in 
organization studies: The case of transformational leadership. Journal of 
Management Inquiry, 25, 139-152. doi:10.1177/1056492615589974 
American Marketing Association. (2017). Marketing's evolving identity: Defining our 
future. Retrieved from 
https://archive.ama.org/archive/AboutAMA/Pages/AMA%20Publications/AMA%
20Journals/Journal%20of%20Public%20Policy%20Marketing/TOCS/summary%
20fall%2007/MarketingsEvolvingjppmfall07.aspx 
103 
 
Anastasiou, D., Kauffman, J. M., & Michail, D. (2016). Disability in multicultural theory: 
Conceptual and social justice issues. Journal of Disability Policy Studies, 27, 3-
12. doi:10.1177/1044207314558595 
Andrevski, G., Richard, O. C., Shaw, J. D., & Ferrier, W. J. (2014). Racial diversity and 
firm performance: The mediating role of competitive intensity. Journal of 
Management, 40, 820-844. doi:10.1177/0149206311424318 
Anker, T. B., Sparks, L., Moutinho, L., & Gronroos, C. (2015). Consumer dominant 
value creation. European Journal of Marketing, 49, 532-560. doi:10.1108/EJM-
09-2013-0518 
Anney, V. N. (2014). Ensuring the quality of the findings of qualitative research: 
Looking at trustworthiness criteria. Journal of Emerging Trends in Educational 
Research and Policy Studies (JETERAPS), 5, 272-281. Retrieved from 
http://jeteraps.scholarlinkresearch.com 
Annisette, M., & Prasad, A. (2016). Critical accounting research in hyper-racial times. 
Critical Perspectives on Accounting, 43, 5-19. doi:10.1016/j.cpa.2016.06.002 
Anyan, F. (2013). The influence of power shifts in data collection and analysis stages: A 
focus on qualitative research interview. Qualitative Report, 18, 1-9. Retrieved 
from http://www.nsuworks.nova.edu/tqr 
Ashe-Edmunds, S. (2014). Examples of marketing theory. Demand Media. Retrieved 
from http://www.smallbusiness.chron.com 
104 
 
Ashill, N. J. & Jobber, D. (2015). The effects of the external environment on marketing 
decision-maker uncertainty. Journal of Marketing Management, 30, 268-294. 
doi:10.1080/0267257X.2013.811281 
Baxter, P., & Jack, S. (2008). Qualitative case study methodology: Study design and 
implementation for novice researchers. Qualitative Report, 13, 544-559. 
Retrieved from http://www.nsuworks.nova.edu/tqr 
Beck, J. T., Chapman, K., & Palmatier, R. W. (2015). Understanding relationship 
marketing and loyalty program effectiveness in global markets. Journal of 
International Marketing, 23, 1-21. doi:10.1509/jim.15.0010 
Belch, G. E., & Belch, M. A. (2015). Advertising and promotion: An integrated 
marketing communications perspective. New York, NY: McGraw− Hill. 
Berry, L. E. (2016). The research relationship in narrative inquiry. Nurse Researcher, 24, 
10-14. doi:10.7748/nr.2016.e1430 
Bhattacharjee, A., Berger, J., & Menon, G. (2014). When identity marketing backfires: 
Consumer agency in identity expression. Journal of Consumer Research, 41, 294-
309. doi:10.1086/676125 
Bloomberg, L. D., & Volpe, M. (2012). Completing your qualitative dissertation: A 
roadmap from beginning to end (2nd ed.). Thousand Oaks, CA: Sage 
Publications. 
Burgos, D. (2014). Total market: Driving strategy in a multicultural nation. Journal of 
Brand Strategy, 3, 206-211. Retrieved from https//www.palgrave-journals.com 
105 
 
Burton, D. (2002). Towards a critical multicultural marketing theory. Marketing Theory, 
2, 207-236. doi:10.1177/147059310222004 
Burton, D. (2005). New course development in multicultural marketing. Journal of 
Marketing Education, 27, 151-162. doi:10.1177/0273475305276689 
Calabrese, A., Capece, G., Costa, R., Di Pillo, F. (2015). Global market and commercials: 
Understanding cultural diversities. Knowledge and Process Management, 22, 
167-179. doi:10.1002/kpm.1472 
Callahan, J. L. (2014). Writing literature reviews a reprise and update. Human Resource 
Development Review, 13, 271-275. doi:10.1177/1534484314536705 
Caprar, D., Devinney, T., Kirkman, B., & Caligiuri, P. (2015). Conceptualizing and 
measuring culture in international business and management. Journal of 
International Business Studies, 46, 1011-1027. Retrieved from 
http://www.palgrave-journals.com/jibs 
Carter, N., Bryant-Lukosius, D., DiCenso, A., Blythe, J., & Neville, A. J. (2014). The use 
of triangulation in qualitative research. Oncology Nursing Forum, 41,545-547. 
doi:10.1188/14.ONF.545-547 
Castillo-Montoya, M. (2016). Preparing for interview research: The interview protocol 
refinement framework. Qualitative Report, 21, 811-831. Retrieved from 
http://www.nsuworks.nova.edu/tqr 
Chen, X., & Duan, H. (2016). A meta-analysis of consumer irrational purchase behavior 
based on Howard-Sheth mode. Journal of Business and Retail Management 
Research, 10, 69-80. Retrieved from https://www.jbrmr.com 
106 
 
Cho, J. Y., & Lee, E. H. (2014). Reducing confusion about grounded theory and 
qualitative content analysis: Similarities and differences. Qualitative Report, 19, 
1-20. Retrieved from http://nsuworks.nova.edu/tqr/vol19/iss32/2 
Choinière, M., Watt-Watson, J., Victor, J. C., Baskett, R. J., Bussières, J. S., Carrier, M., . 
. . Racine, M. (2014). Prevalence of and risk factors for persistent postoperative 
nonanginal pain after cardiac surgery: A 2-year prospective multicentre study. 
Canadian Medical Association Journal, 186, 213-233. doi:10.1503/cmaj.131012 
Clarke, V., & Braun, V. (2013). Teaching thematic analysis: Overcoming challenges and 
developing strategies for effective learning. Psychologist, 26, 120-123. Retrieved 
from https://www.thepsychologist.org 
Conger, J. A. (2014). Addressing the organizational barriers to developing global 
leadership talent. Organizational Dynamics, 43, 198-204. 
doi:10.1016/j.orgdyn.2014.08.006 
Corner, P. D. (2002). An integrative model for teaching quantitative research design. 
Journal of Management Education, 26, 671-692. doi:10.1177/1052562902238324 
Cox, A. M., & Pinfield, S. (2014). Research data management and libraries: Current 
activities and future priorities. Journal of Librarianship and Information Science, 
46, 299-316. doi:10.1177/0961000613492542 
Czarnecka, B., Brennan, R., & Keles, S. (2018). Cultural Meaning, Advertising, and 
National Culture: A Four-Country Study. Journal of Global Marketing, 31(1), 4-
17. doi:10.1080/08911762.2017.1376364 
107 
 
Das, R. (2017). Institutionalism in organisation studies: navigating paradigmatic 
incommensurability. International journal of management concepts and 
philosophy, 10, 1-15. doi:10.1504/IJMCP.2017.081982 
Davis, J. F. (2018). Selling whiteness? A critical review of the literature on marketing 
and racism. Journal of Marketing Management, 34, 134-177. 
doi:10.1080/0267257X.2017.1395902 
Demangeot, C., Broderick, A. J., & Craig, C. S. (2015). Multicultural marketplaces: New 
territory for international marketing and consumer research. International 
Marketing Review, 32, 118-140. doi:10.1108/IMR-01-2015-0017 
Demangeot, C., Broeckerhoff, A., Kipnis, E., Pullig, C., & Visconti, L. M. (2015). 
Consumer mobility and well-being among changing places and shifting 
ethnicities. Marketing Theory, 15, 271-278. doi:10.1177/1470593114553327 
Denzin, N. K. (2014). Reading the challenges of a global community and the sociological 
imagination. Qualitative Inquiry, 20, 1122-1127. doi:10.1177/1077800414542934 
Devotta, K., Woodhall-Melnik, J., Pedersen, C., Wendaferew, A., Dowbor, T. P., 
Guilcher, S. J., . . . Matheson, F. I. (2016). Enriching qualitative research by 
engaging peer interviewers: A case study. Qualitative Research, 16, 661-680. 
doi:10.1177/1468794115626244 
Dixon, M., V. Karniouchina, E., van der Rhee, B., Verma, R., & Victorino, L. (2014). 
The role of coordinated marketing-operations strategy in services: implications 
for managerial decisions and execution. Journal of Service Management, 25, 275-
294. doi:10.1108/JOSM-02-2014-0060 
108 
 
Durante, F., Tablante, C. B., & Fiske, S. T. (2017). Poor but warm, rich but cold (and 
competent): Social classes in the stereotype content model. Journal of Social 
Issues, 73, 138-157. doi:10.1111/josi.12208 
Edvardsson, B., Kleinaltenkamp, M., Tronvoll, B., McHugh, P., & Windahl, C. (2014). 
Institutional logics matter when coordinating resource integration. Marketing 
Theory, 14, 291-309. doi:10.1177/1470593114534343 
Ehret, M., Kashyap, V., & Wirtz, J. (2013). Business models: Impact on business markets 
and opportunities for marketing research. Industrial Marketing Management, 42, 
649-655. doi:10.1016/j.indmarman.2013.06.003 
Eteokleous, P. P., Leonidou, L. C., & Katsikeas, C. S. (2016). Corporate social 
responsibility in international marketing: review, assessment, and future research. 
International Marketing Review, 33, 580-624. doi:10.1108/IMR-04-2014-0120  
Fan, S., Lau, R. Y., & Zhao, J. L. (2015). Demystifying big data analytics for business 
intelligence through the lens of marketing mix. Big Data Research, 2, 28-32. 
doi:10.1016/j.bdr.2015.02.006 
Fassinger, R., & Morrow, S. L. (2013). Toward best practices in quantitative, qualitative, 
and mixed method research: A social justice perspective. Journal for Social 
Action in Counseling & Psychology, 5, 69-83. Retrieved from 
http://www.psysr.org 
Fiske, S. T., & Hauser, R. M. (2014). Protecting human research participants in the age of 
big data. National Academy of Sciences. Proceedings, 111, 13675-13676. 
doi:10.1073/pnas.1414626111 
109 
 
Fitzsimmons, S. R. (2013). Multicultural employees: A framework for understanding 
how they contribute to organizations. Academy of Management Review, 38, 525-
549. doi:10.5465/amr.2011.0234 
Frederiks, E. R., Stenner, K., & Hobman, E. V. (2015). Household energy use: Applying 
behavioural economics to understand consumer decision-making and behaviour. 
Renewable and Sustainable Energy Reviews, 41, 1385-1394. 
doi:10.1016/j.rser.2014.09.026 
Fortune. (2017). PepsiCo’s CEO Opens Up About Trump, Amazon, and That Kendall 
Jenner Ad. Retrieved from http://fortune.com/2017/09/21/most-powerful-women-
pepsico-indra-nooyi/ 
Funder, D. C., Levine, J. M., Mackie, D. M., Morf, C. C., Sansone, C., Vazire, S., & 
West, S. G. (2014). Improving the dependability of research in personality and 
social psychology: Recommendations for research and educational practice. 
Personality and Social Psychology Review, 18, 3-12. 
doi:10.1177/1088868313507536 
Fusch, P. I., & Ness, L. R. (2015). Are we there yet? Data saturation in qualitative 
research. Qualitative Report, 20, 1408-1416. Retrieved from 
http://nsuworks.nova.edu/tqr 
Fusch, P. I., Fusch, G. E., & Ness, L. R. (2017). How to conduct a mini-ethnographic 
case study: A guide for novice researchers. Qualitative Report, 22, 923-941. 
Retrieved from http://nsuworks.nova.edu 
110 
 
Gaglio, B., Phillips, S. M., Heurtin-Roberts, S., Sanchez, M. A., & Glasgow, R. E. 
(2014). How pragmatic is it? Lessons learned using PRECIS and RE-AIM for 
determining pragmatic characteristics of research. Implementation Science, 9, 1-
11. doi:10.1186/s13012-014-0096-x 
Gale, N. K., Heath, G., Cameron, E., Rashid, S., & Redwood, S. (2013). Using the 
framework method for the analysis of qualitative data in multi-disciplinary health 
research. BMC medical research methodology, 13, 1-8. doi:10.1186/1471-2288-
13-117 
Gaston, E. (2017). Crafted futures: A craft technology collaboration. Journal of Textile 
Design Research and Practice, 5, 157-174. doi:10.1080/20511787.2018.1449074 
Gavin, D. (2016, January 15). Constructing a study design: Aligning research question 
with methodology, design, and degree program [Web log post]. Retrieved from 
https://research.phoenix.edu/blog/constructing-study-design-aligning-research-
question-methodology-design-and-degree-program 
Gengler, C. E., & Mulvey, M. S. (2017). Planning pre-launch positioning: Segmentation 
via willingness-to-pay and means-end brand differentiators. Journal of Brand 
Management, 24, 230-249. doi:10.1057/s41262-017-0030-z 
Gentles, S. J., Charles, C., Ploeg, J., & McKibbon, K. A. (2015). Sampling in qualitative 
research: insights from an overview of the methods literature. Qualitative Report, 
20, 1772-1789. Retrieved from http://www.nsuworks.nova.edu/tqr 
George, S., Duran, N., & Norris, K. (2014). A systematic review of barriers and 
facilitators to minority research participation among African Americans, Latinos, 
111 
 
Asian Americans, and Pacific Islanders. American Journal of Public Health, 104, 
16-31. doi:10.2105/AJPH.2013.301706 
George, G., Haas, M. R., & Pentland, A. (2014). Big data and management. Academy of 
Management Journal, 57, 321-326. doi:10.5465/amj.2014.4002 
Gloe, D., Sando, C. R., Franklin, A. E., Boese, T., Decker, S., Lioce, L., . . . Borum, J. C. 
(2013). Standards of best practice: Simulation standard II: Professional integrity 
of participant(s). Clinical Simulation in Nursing, 9(6), S12-S14. 
doi:10.1016/j.ecns.2013.04.004 
Grant, C., Bailey, A., & Ogbuehi, A. (2017). Exploring cultural context congruency in 
television: a conceptual framework for assessing the impact of media context on 
advertising effectiveness in an emerging market. International Journal of 
Business and Emerging Markets, 9(2), 174-191. doi:10.1504/IJBEM.2017.083354 
Green, A. L., & Linders, A. (2016). The impact of comedy on racial and ethnic discourse. 
Sociological Inquiry, 86, 241-269. doi:10.1111/soin.12112 
Grewal, D., & Levy, M. (2017). Marketing (5th ed.). Boston, MA: McGraw-Hill Irwin. 
Groeneveld, S., Tummers, L., Bronkhorst, B., Ashikali, T., & Van Thiel, S. (2015). 
Quantitative methods in public administration: Their use and development 
through time. International Public Management Journal, 18, 61-86. 
doi:10.1080/10967494.2014.972484 
Gross, J. J. (2015). Emotion regulation: Current status and future prospects. 
Psychological Inquiry, 26, 1-26. doi:10.1080/1047840X.2014.940781 
112 
 
Guiso, L., Sapienza, P., & Zingales, L. (2015). The value of corporate culture. Journal of 
Financial Economics, 117, 60-76. doi:10.1016/j.jfineco.2014.05.010 
Hallett, R. E., & Barber, K. (2014). Ethnographic research in a cyber era. Journal of 
Contemporary Ethnography, 43, 306-330. doi:10.1177/0891241613497749 
Hammer, D., & Berland, L. K. (2014). Confusing claims for data: A critique of common 
practices for presenting qualitative research on learning. Journal of the Learning 
Sciences, 23, 37-46. doi:10.1080/10508406.2013.802652 
Harrison, R. L., Thomas, K. D., & Cross, S. N. (2015). Negotiating cultural ambiguity: 
The role of markets and consumption in multiracial identity development. 
Consumption Markets & Culture, 18, 301-332. 
doi:10.1080/10253866.2015.1019483 
Harvey, L. (2015). Beyond member-checking: A dialogic approach to the research 
interview. International Journal of Research & Method in Education, 38, 23-38. 
doi:10.1080/1743727X.2014.914487 
Hassinger, J. A. (2014). Twenty-first-century living color: Racialized enactment in 
psychoanalysis. Psychoanalysis, Culture & Society, 19, 337-359. 
doi:10.1057/pcs.2014.39 
Hauser, J. R. (2014). Consideration-set heuristics. Journal of Business Research, 67, 
1688-1699. doi:10.1016/j.jbusres.2014.02.015 
Haynes, S. N., Richard, D. S., & Kubany, E. S. (1995). Content validity in psychological 
assessment: A functional approach to concepts and methods. Psychological 
Assessment, 7, 238-247. doi:10.1037/1040-3590.7.3.238 
113 
 
Heidelberg, R. L. (2018). Getting it right: Public administration undergoing 
epistemology. Administrative Theory & Praxis, 40, 23-42. 
doi:10.1080/10841806.2017.1420744 
Herremans, I. M., Nazari, J. A., & Mahmoudian, F. (2016). Stakeholder relationships, 
engagement, and sustainability reporting. Journal of Business Ethics, 138, 417-
435. doi:10.1007/s10551-015-2634-0 
Hill, T., Canniford, R., & Mol, J. (2014). Non-representational marketing theory. 
Marketing Theory, 14, 377-394. doi:10.1177/147059311453323 
Houghton, C., Murphy, K., Shaw, D., & Casey, D. (2015). Qualitative case study data 
analysis: An example from practice. Nurse Researcher, 22, 8-12. 
doi:10.7748/nr.22.5.8.e1307 
Hunt, S. (2014). Understanding marketing’s philosophy debates: A retrospective on 
seven key publication events. Journal of Historical Research in Marketing, 6, 
351-378. doi:10.1108/JHRM-04-2013-0020 
Ijabadeniyi, A., Govender, J. P., & Veerasamy, D. (2015). The influence of cultural 
diversity on marketing communication: A case of Africans and Indians in Durban, 
South Africa. International Business & Economics Research Journal, 1, 869-882. 
doi:10.19030/iber.v14i6.9570 
Iyer, G. R., Xiao, S. H., Sharma, A., & Nicholson, M. (2015). Behavioral issues in price 
setting in business-to-business marketing: A framework for analysis. Industrial 
Marketing Management, 47, 6-16. doi:10.1016/j.indmarman.2015.02.001 
114 
 
Jackson, G., & Ahuja, V. (2016). Dawn of the digital age and the evolution of the 
marketing mix. Journal of Direct, Data and Digital Marketing Practice, 17, 170-
186. doi:10.1057/dddmp.2016.3 
James, J. P., Lee, K. K., Zhang, M., & Williams, J. D. (2017). Ethics and policy issues for 
internet advertising: Targeting multicultural consumers in the digital marketing 
era. Journal of Management Policy & Practice, 18. 93-106. Retrieved from 
http://www.na-businesspress.com  
Johnson, L. (2014). Race in the colorblind era: Deracialization and black elected officials. 
Sociology Compass, 8, 1100-1111. doi:10.1111/soc4.12179 
Kahl, S. J. (2017). The role of trade associations in market discourse and cognition. 
Journal of Management Inquiry, 26, 1-3. doi:10.1177/1056492616688855 
Kennedy, A. M., & Laczniak, G. R. (2016). Conceptualisations of the consumer in 
marketing thought. European Journal of Marketing, 50, 166-188. 
doi:10.1108/EJM-10-2014-0608 
Kirchoff, J. F., Omar, A., & Fugate, B. S. (2016). A behavioral theory of sustainable 
supply chain management decision making in non‐exemplar firms. Journal of 
supply chain management, 52, 41-65. doi:10.1111/jscm.12098 
Kivunja, C., & Kuyini, A. B. (2017). Understanding and Applying Research Paradigms 
in Educational Contexts. International Journal of Higher Education, 6, 26-41. 
doi:10.5430/ijhe.v6n5p26 
115 
 
Kozlenkova, I. V., Samaha, S. A., & Palmatier, R. W. (2014). Resource-based theory in 
marketing. Journal of the Academy of Marketing Science, 42, 1-21. 
doi:10.1007/s11747-013-0336-7 
Kramer, J., Rubin, A., Coster, W., Helmuth, E., Hermos, J., Rosenbloom, D., . . . 
Lachowicz, M. (2014). Strategies to address participant misrepresentation for 
eligibility in Web-based research. International Journal of Methods in Psychiatric 
Research, 23, 120-129. doi.org:10.1002/mpr.1415 
Kratochvíl, J. (2016). Comparison of the Accuracy of Bibliographical References 
Generated for Medical Citation Styles by EndNote, Mendeley, RefWorks and 
Zotero. Journal of Academic Librarianship, 43, 57-66. 
doi:10.1016/j.acalib.2016.09.001 
Kumar, V. (2015). Evolution of marketing as a discipline: What has happened and what 
to look out for. Journal of Marketing, 79, 1-9. doi:10.1509/jm.79.1.1 
Kumhof, M., Rancière, R., & Winant, P. (2015). Inequality, leverage, and crises. 
American Economic Review, 105, 1217-1245. doi:10.1257/aer.20110683 
Lam, H. K., Yeung, A. C., & Cheng, T. E. (2016). The impact of firms’ social media 
initiatives on operational efficiency and innovativeness. Journal of Operations 
Management, 47, 28-43. doi:10.1016/j.jom.2016.06.001 
Lamont, M., & Swidler, A. (2014). Methodological pluralism and the possibilities and 
limits of interviewing. Qualitative Sociology, 37, 153-171. doi:10.1007/s11133-
014-9274-z 
116 
 
Lawton, K. E., Gerdes, A. C., Haack, L. M., & Schneider, B. (2014). Acculturation, 
cultural values, and Latino parental beliefs about the etiology of ADHD. 
Administration and Policy in Mental Health and Mental Health Services 
Research, 41, 189-204. doi:10.1007/s10488-012-0447-3 
Layton, R. A., & Duan, Z. (2015). Diversity in marketing system assortments. Journal of 
Macromarketing, 35, 320-333. doi:10.1177/0276146714536734 
Le, H., Polonsky, M., & Arambewela, R. (2015). Social inclusion through cultural 
engagement among ethnic communities. Journal of Hospitality Marketing & 
Management, 24, 375-400. doi:10.1080/19368623.2014.911714 
Leatherdale, S. T., Brown, K. S., Carson, V., Childs, R. A., Dubin, J. A., Elliott, S. J., . . . 
Laxer, R. E. (2014). The COMPASS study: a longitudinal hierarchical research 
platform for evaluating natural experiments related to changes in school-level 
programs, policies and built environment resources. BMC Public Health, 14, 331-
338. doi:10.1186/1471-2458-14-331 
Lee, R., & Mazodier, M. (2015). The roles of consumer ethnocentrism, animosity, and 
cosmopolitanism in sponsorship effects. European Journal of Marketing, 49, 919-
942. doi:10.1108/EJM-10-2013-0594 
Leedy, P. D., & Ormrod, J. E. (2013). Practical research: Planning and design (10th ed). 
Boston, MA: Pearson. 
Levashina, J., Hartwell, C. J., Morgeson, F. P., & Campion, M. A. (2014). The structured 
employment interview: Narrative and quantitative review of the research 
literature. Personnel Psychology, 67, 241-293. doi:10.1111/peps.12052 
117 
 
Lewis, S. (2015). Qualitative inquiry and research design: Choosing among five 
approaches. Health Promotion Practice, 16, 473-475. 
doi:10.1177/1524839915580941 
Licsandru, T. C., & Cui, C. C. (2018). Subjective social inclusion: A conceptual critique 
for socially inclusive marketing. Journal of Business Research, 82, 330-339. 
doi:doi.org/10.1016/j.jbusres.2017.08.036 
Lim, J. (2014). Multilingualism and multiculturalism in Ishmael Reed’s Japanese by 
Spring. Modern Fiction Studies, 60, 821-843. doi:10.1353/mfs.2014.0053 
Lincoln, T. M., Marin, N., & Jaya, E. S. (2017). Childhood trauma and psychotic 
experiences in a general population sample: A prospective study on the mediating 
role of emotion regulation. European Psychiatry, 42, 111-119. 
doi:10.1016/j.eurpsy.2016.12.010 
Loh, J. (2013). Inquiry into issues of trustworthiness and quality in narrative studies: A 
perspective. The Qualitative Report, 18, 1-15. Retrieved from 
http://nsuworks.nova.edu/tqr 
Madhav, A. K., Sandeep, M., & Caleb, M. F. (2014). Need for paradigm shift of 
traditional management education services marketing mix from traditional to 
modern marketing approaches. Asian Journal of Management, 5, 255-260. 
Retrieved from http://ajmjournal.com 
Mason, R. B., & Dobbelstein, T. (2016). The influence of the level of environmental 
complexity and turbulence on the choice of marketing tactics. Journal of 
Economics and Behavioral Studies, 8, 40-55. Retrieved from https://ifrnd.org 
118 
 
Mason, R. B. (2014). Marketing communications and environmental turbulence: a 
complexity theory view. Journal of Economics and Behavioral Studies, 6, 279-
290. Retrieved from https://ifrnd.org 
McDonald, M. H. B. (1992). Ten barriers to marketing planning. The Journal of Business 
& Industrial Marketing, 7, 5-18. doi:10.1108/EUM0000000002507 
Medarac, H., Vignali, G., & Vignali, C. (2015). Gaps for interactive upgrading of 
existing marketing models. Journal of Management Cases, 17, 49-67. Retrieved 
from https://www.IJMC.org 
Mintz, O., & Currim, I. S. (2015). When does metric use matter less? How firm and 
managerial characteristics moderate the relationship between metric use and 
marketing mix performance. European Journal of Marketing, 49, 1809-1856. 
doi:10.1108/EJM-08-2014-0488 
Mittal, B. (2015). Self-concept clarity: Exploring its role in consumer behavior. Journal 
of Economic Psychology, 46, 98-110. doi:10.1016/j.joep.2014.11.003 
Mittal, R. (2015). Charismatic and transformational leadership styles: A cross-cultural 
perspective. International Journal of Business and Management, 10(3), 26-33. 
doi:10.5539/ijbm.v10n3p26 
Moon, J. H., & Sung, Y. (2015). Individuality within the group: Testing the optimal 
distinctiveness principle through brand consumption. Social Behavior and 
Personality, 43, 15-26. doi:10.2224/sbp.2015.43.1.15 
119 
 
Muk, A., & Chung, C. (2015). Applying the technology acceptance model in a two-
country study of SMS advertising. Journal of Business Research, 68, 1-6. 
doi:10.1016/j.jbusres.2014.06.001 
Mukiira, E. M., Musau, M. C., & Munyao, M. J. (2017). Effect of experiential marketing 
in building brand equity: A case of selected unilever Tanzania brands. 
International Journal of Supply Chain Management, 2, 1-31. Retrieved from 
https://www.iprjb.org 
National Commission for the Protection of Human Subjects of Biomedical and 
Behavioral Research. (1979). The Belmont report: Ethical principles and 
guidelines for the protection of human subjects of research. Washington, DC: 
U.S. Department of Health and Human Services. Retrieved from 
https:www.hhs.gov/ohrp/regulations-and-policy/belmont-report/ 
Neverson, N. (2014). The Toronto africentric alternative school: Media, blackness, and 
discourses of multiculturalism and critical multiculturalism. International Journal 
of Communication, 8, 1851-1871. Retrieved from http://www.ijoc.org 
Nielson Company (2015) The multicultural edge: rising super consumers. Retrieved June 
1, 2016, from http://www.nielsen.com/content/dam/corporate/us/en/reports-
downloads/2015-reports/the-multicultural-edge-rising-super-consumers-march-
2015.pdf 
Nishimura, A., Carey, J., Erwin, P. J., Tilburt, J. C., Murad, M. H., & McCormick, J. B. 
(2013). Improving understanding in the research informed consent process: a 
120 
 
systematic review of 54 interventions tested in randomized control trials. BMC 
medical ethics, 14, 28-43. doi:10.1186/1472-6939-14-28 
Northouse, P. G. (2015). Leadership: theory and practice (6th ed.). Los Angeles, CA: 
Sage 
O’Brien, B. C., Harris, I. B., Beckman, T. J., Reed, D. A., & Cook, D. A. (2014). 
Standards for Reporting Qualitative Research: A Synthesis of Recommendations. 
Academic Medicine, 89, 1245-125. doi:10.1097/ACM.0000000000000388 
O’Reilly, M., & Parker, N. (2013). ‘Unsatisfactory Saturation’: A critical exploration of 
the notion of saturated sample sizes in qualitative research. Qualitative research, 
13(2), 190-197. doi:10.1177/1468794112446106 
Pakulski, J. (2014). Confusions about multiculturalism. Journal of Sociology, 50, 23-36. 
doi:10:1177/1440783314522190 
Papadopoulos, I., Shea, S., Taylor, G., Pezzella, A., & Foley, L. (2016). Developing tools 
to promote culturally competent compassion, courage, and intercultural 
communication in healthcare. Journal of Compassionate Health Care, 3, 2. 
doi:10.1186/s40639-016-0019-6 
Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P., Duan, N., & Hoagwood, K. 
(2015). Purposeful sampling for qualitative data collection and analysis in mixed 
method implementation research. Administration and Policy in Mental Health and 
Mental Health Services Research, 42, 533-544. doi:10.1007/s10488-013-0528-y 
121 
 
Panniello, U., Tuzhilin, A., & Gorgoglione, M. (2014). Comparing context-aware 
recommender systems in terms of accuracy and diversity. User Modeling and 
User-Adapted Interaction, 24, 35-65. doi:10.1007/s11257-012-9135-y 
Patton, L. D., & Bondi, S. (2015). Nice white men or social justice allies: Using critical 
race theory to examine how white male faculty and administrators engage in ally 
work. Race Ethnicity and Education, 18, 488-514. 
doi:10.1080/13613324.2014.1000289 
Patton, M. Q. (2014). Qualitative Research & Evaluation Methods: Integrating Theory 
and Practice. Thousand Oaks, California: Sage 
Pearce, S. (2016). An emotional, intellectual and practical resource: black experiences 
and expertise on teaching about racism. Pedagogy, Culture & Society, 24, 161-
168. doi:10.1080/14681366.2015.1035902 
PepsiCo. (2017). Pepsi Statement Re: Pepsi Moments Content. Retrieved from 
http://pepsico.com/live/pressrelease/pepsi-statement-re--pepsi-moments-
content04052017 
Pietkiewicz, I., & Smith, J. A. (2014). A practical guide to using interpretative 
phenomenological analysis in qualitative research psychology. Psychological 
Journal, 20, 7-14. doi:10.14691/CPPJ.20.1.7 
Place, K. R., Smith, B. G., & Lee, H. (2016). Integrated Influence? Exploring public 
relations power in integrated marketing communication. Public Relations Journal, 
10, 1-35. Retrieved from https://prjournal.instituteforpr.org 
122 
 
Poulis, K., Poulis, E., & Yamin, M. (2013). Multicultural markets and acculturation: 
Implications for service firms. Journal of Services Marketing, 27, 515-525. 
doi:10.1108/JSM-02-2012-0041 
Public Relations Society of America.org (2016). About. Retrieved from www.PRSA.org  
Rahimnia, F., & Kargozar, N. (2016). Objectives priority in university strategy map for 
resource allocation. Benchmarking: An International Journal, 23, 371-387. 
doi:10.1108/BIJ-09-2013-0094 
Reichert, F. (2016). How internal political efficacy translates political knowledge into 
political participation: Evidence from Germany. Europe's Journal of Psychology, 
12, 221-241. doi:10.5964/ejop.v12i2.1095 
Resnik, D. B. (2015). What is ethics in research & why is it important. The National 
Institute of Environmental Health Services. Retrieved from 
https:www.niehs.nih.gov 
Riemer, H., Shavitt, S., Koo, M., & Markus, H. R. (2014). Preferences don’t have to be 
personal: Expanding attitude theorizing with a cross-cultural perspective. 
Psychological Review, 121, 619-648. doi:10.1037/a0037666 
Robinson, O. C. (2014). Sampling in interview-based qualitative research: A theoretical 
and practical guide. Qualitative Research in Psychology, 11, 25-41. 
doi:10.1080/14780887.2013.801543 
Roulston, K. (2016). Issues involved in methodological analyses of research interviews. 
Qualitative Research Journal, 16, 68-79. doi:10.1108/QRJ-02-2015-0015 
123 
 
Royle, J., & Laing, A. (2014). The digital marketing skills gap: Developing a digital 
marketer model for the communication industries. International Journal of 
Information Management, 34, 65-73. doi:10.1016/j.ijinfomgt.2013.11.008 
Rusch, L., & Swarts, H. (2015). Practices of engagement: Comparing and integrating 
deliberation and organizing. Journal of Community Practice, 23, 5-26. 
doi:10.1080/10705422.2014.985411 
Saatcioglu, B., & Corus, C. (2014). Poverty and intersectionality: A multidimensional 
look into the lives of the impoverished. Journal of Macromarketing, 34, 122-132. 
doi:10.1177/0276146713520600 
Santamaria, L. J. (2014). Critical change for the greater good: Multicultural perceptions 
in educational leadership toward social justice and equity. Educational 
Administration Quarterly, 50, 347-391. doi:10.1177/0013161X13505287 
Santos, N., & Laczniak, G. (2015). Marketing to the poor: A SWOT analysis of the 
market construction model for engaging impoverished market segments. Social 
Business, 5, 95-111. doi:10.1362/204440815X14373846978589 
Sanzo, M. J., Álvarez, L. I., Rey, M., & García, N. (2015). Business–nonprofit 
partnerships: Do their effects extend beyond the charitable donor recipient model? 
Nonprofit and Voluntary Sector Quarterly, 44, 379-400. 
doi:10.1177/0899764013517770 
Schwartz, S. J., Benet-Martínez, V., Knight, G. P., Unger, J. B., Zamboanga, B. L., Des 
Rosiers, S. E., . . . Szapocznik, J. (2014). Effects of language of assessment on the 
124 
 
measurement of acculturation: Measurement equivalence and cultural frame 
switching. Psychological Assessment, 26, 100-114. doi:10.1037/a0034717 
SCORE Association, (n.d.) Marketing plan guide. Retrieved from 
http://www.score.org/resource/marketing-plan-guide 
Scott, W. D. (1916). The Psychology of advertising: A simple exposition of the principles 
of psychology in their relation to successful advertising. Boston, MA: Small, 
Maynard & Company. 
Shalender, K., & Singh, N. (2015). Marketing Flexibility: Significance and Implications 
for Automobile Industry. Global Journal of Flexible Systems Management, 16, 
251-262. doi:10.1007/s40171-015-0097-x 
Shan, H., & Walter, P. (2015). Growing everyday multiculturalism: Practice-based 
learning of Chinese immigrants through community gardens in Canada. Adult 
Education Quarterly, 65, 19-34. doi:10.1177/0741713614549231 
Shapka, J. D., Domene, J. F., Khan, S., & Yang, L. M. (2016). Online versus in-person 
interviews with adolescents: An exploration of data equivalence. Computers in 
Human Behavior, 58, 361-367. doi:10.1016/j.chb.2016.01.016 
Shimizu, Koichi (2016). From 4Ps to 4Cs. Retrieved from 
http://www.josai.ac.jp/~shimizu/essence/Professor%20Koichi%20Shimizu's%207
Cs%20Compass%20Model.html 
Silavi, T., Hakimpour, F., Claramunt, C., & Nourian, F. (2016). Design of a spatial 
database to analyze the forms and responsiveness of an urban environment using 
an ontological approach. Cities, 52, 8-19. doi:10:10.16j.cities.2015.11.005 
125 
 
Small Business Association (2016) Marketing 101. Retrieved from 
http://www.sba.gov/managing-business/running-business/marketing/marketing-
101b 
Smiley, S. (2015). Field recording or field observation? Audio meets method in 
qualitative research. Qualitative Report, 20, 1812-1822. Retrieved from 
http://www.nsuworks.nova.edu/tqr 
Sniehotta, F. F., Presseau, J., & Araújo-Soares, V. (2014). Time to retire the theory of 
planned behaviour. Health Psychology Review, 8, 1-7. 
doi:10.1080/17437199.2013.869710. 
Sotiriadou, P., Brouwers, J., & Le, T. A. (2014). Choosing a qualitative data analysis 
tool: A comparison of NVivo and Leximancer. Annals of Leisure Research, 17, 
218-234. doi:10.1080/11745398.2014.902292 
Suarez, F. F., & Grodal, S. (2015). Mastering the name your product category game. MIT  
Sloan Management Review, 56, 23-30. Retrieved from 
https://sloanreview.mit.edu/ 
Substance Abuse and Mental Health Services Administration (SAMHSA) (2018).  
Cultural Competence. Retrieved from https://www.samhsa.gov/capt/applying-
strategic-prevention/cultural-competence 
Suddaby, R. (2015). Can institutional theory be critical? Journal of Management Inquiry, 
24, 93-95. doi:10.1177/1056492614545304 
126 
 
Tadajewski, M. (2016). Relevance, responsibility, critical performativity, testimony and 
positive marketing: contributing to marketing theory, thought and practice. 
Journal of Marketing Management, 1-24. doi:10.1080/0267257X.2016.1244974 
Tadajewski, M., Chelekis, J., DeBerry-Spence, B., Figueiredo, B., Kravets, O., 
Nuttavuthisit, K., . . . Moisander, J. (2014). The discourses of marketing and 
development: Towards ‘critical transformative marketing research. Journal of 
Marketing Management, 30, 1728-1771. doi:10.1080/0267257X.2014.952660 
Tadajewski, M., & Jones, D. B. (2014). Historical research in marketing theory and 
practice: a review essay. Journal of Marketing Management, 30, 1239-1291. 
doi:10.1080/0267257X.2014.929166 
Taylor, C. (2017) How to avoid marketing disasters: back to the basic communications 
model, but with some updates illustrating the importance of e-word-of-mouth 
research. International Journal of Advertising, 36, 515-519. 
doi:10.1080/02650487.2017.1323406 
Tian, K., & Borges, L. (2011). Cross-cultural issues in marketing communications: An 
anthropological perspective of international business. International Journal of 
China Marketing, 2, 110-126. Retrieved from http://www.na-businesspress.com 
Tong, A., & Dew, M. A. (2016). Qualitative Research in Transplantation: Ensuring 
Relevance and Rigor. Transplantation, 100, 710-712. 
doi:10.1097/TP.0000000000001117 
Trochim, W. K. (2006, October 20). Qualitative validity. Retrieved on March 16, 2017, 
from Social Research Methods: http://www.socialresearchmethods.net 
127 
 
U.S. Census Bureau. (n.d.) State and county quick facts. Retrieved August 23, 2015, from 
http://www.quickfacts.census.gov/qfd/index.html 
U.S. Census Bureau (2014). Populations projections. Retrieved from 
http://www.census.gov/prod/2010pubs/p25-1138.pdf 
U.S. Securities and Exchange Commission (2018). EDGAR Company filings. Retrieved 
from https://www.sec.gov/edgar/ 
University of Idaho (2016). Ontology and epistemology. Retrieved from 
http://www.uidaho.edu/engl257/classical/ontology_and_epistemology.html 
University of Massachusetts (2015). Research administration & compliance. Retrieved 
from https://www.umass.edu/research/guidance/screening-activities-used-
determine-eligibility-participation-research 
Vaismoradi, M., Turunen, H., & Bondas, T. (2013). Content analysis and thematic 
analysis: Implications for conducting a qualitative descriptive study. Nursing & 
Health Sciences, 15, 398-405. doi:10.1111/nhs.12048 
Valos, M. J., Mavondo, F. T., & Nyadzayo, M. W. (2017). How do alternative strategic 
orientations influence social media performance? Journal of Strategic Marketing. 
doi:10.1080/0965254X.2017.1384039 
Veletsianos, G., Collier, A., & Schneider, E. (2015). Digging deeper into learners' 
experiences in MOOCs: Participation in social networks outside of MOOCs, 
notetaking and contexts surrounding content consumption. British Journal of 
Educational Technology, 46, 570-587. doi:10.1111/bjet.12297 
128 
 
Venkatesh, V., Brown, S. A., & Bala, H. (2013). Bridging the qualitative-quantitative 
divide: Guidelines for conducting mixed-methods research in information 
systems. MIS quarterly, 37, 21-54. Retrieved from http://www.misq.org 
Venugopal, S., & Viswanathan, M. (2017). The subsistence marketplaces approach to 
poverty: Implications for marketing theory. Marketing Theory, 17, 1-16. 
doi:10.1177/1470593117704282 
Vitalone-Raccaro, N. A. (2017). Revitalizing strategy instruction. Intervention in School 
and Clinic, 53, 28-35. doi:10.1177/1053451217692568 
Wamba, S. F., Akter, S., Edwards, A., Chopin, G., & Gnanzou, D. (2015). How big data 
can make big impact: Findings from a systematic review and a longitudinal case 
study. International Journal of Production Economics, 165, 234-246. 
doi:10.1016/j.ijpe.2014.12.031 
Warde, A. (2015). The sociology of consumption: Its recent development. Annual Review 
of Sociology, 41. 117-134. doi:10.1146/annurev-soc-071913-043208 
Wee, B.V., & Banister, D. (2015). How to write a literature review paper? Transport 
Reviews, 36, 278-288. doi:10.1080/01441647.2015.1065456 
Wig, G. S., Laumann, T. O., Cohen, A. L., Power, J. D., Nelson, S. M., Glasser, M. F., . . 
. Petersen, S. E. (2014). Parcellating an individual subject's cortical and 
subcortical brain structures using snowball sampling of resting-state correlations. 
Cerebral Cortex, 24, 2036-2054. doi:10.1093/cercor/bht056 
129 
 
Yadav, M. S., & Pavlou, P. A. (2014). Marketing in computer-mediated environments: 
Research synthesis and new directions. Journal of Marketing, 78, 20-40. 
doi:10.1509/jm.12.0020 
Yilmaz, K. (2013). Comparison of quantitative and qualitative research traditions: 
Epistemological, theoretical, and methodological differences. European Journal 
of Education, 48, 311-325. doi:10.1111/ejed.12014 
Yin, R. K. (2014). Case study research: design and methods (5th edition). Los Angeles, 
CA: Sage Publications.  
Zembylas, M., & Iasonos, S. (2015). Social justice leadership in multicultural schools: 
The case of an ethnically divided society. International Journal of Leadership in 
Education, 20, 1-25. doi:10.1080/13603124.2015.1080300 
 
130 
 
Appendix A: Case Study Interview Protocol 
 
Interview Protocol 
What you will do                                                                                            What you will say-script
Introduce the interview and  
set the stage—often over a meal or 
coffee 
 
 
Hello Participant 1, 
Thank you for your time and participation. 
 
I, Derine McCrory, am a doctoral student at Walden 
University and will be the researcher conducting this 
study. 
   
I would like to provide an overview of the study. 
You were invited to take part in a research study 
about strategies essential to senior marketing 
executives when implementing successful 
multicultural marketing campaigns because of your 
marketing and professional communications 
experience. 
 
The mission and goal of this study are to increase 
proficiency in multicultural marketing strategies. 
Potential benefits of participation in this study can 
contribute to increased awareness of prolific 
strategies for marketing professionals who embrace 
diversity and help firms optimize their bottom line. 
 
The data collection or field procedures consist of: 
scheduled interviews will last between 30 and 60 
minutes. 
 
There are three basic principles particularly relevant 
to ethical research involving human subjects: respect 
of persons, beneficence, and justice. I will follow 
ethical principles while conducting research. Reports 
coming out of this study will not: (a) use your 
personal information for any purpose outside of this 
research project, (b) share your identity, and (c) 
disclose the location of the study. 
 
Data will be kept for a period of at least 5 years, as 
required by the university.  
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All data will be protected using applicable security 
measures which include password protection, data 
encryption, use of codes in place of names, and 
storing names separately from the data. 
 
The resources that will be used during this interview 
are voice recorder and a journal for note taking. 
 
• Watch for non-verbal queues  
• Paraphrase as needed 
• Ask follow-up probing questions to 
get more in-depth answers 
 
Interview questions 
1. What strategies does your organization use to 
target consumers of different cultures? 
2. How has your organization been successful or 
challenged when implementing multicultural 
marketing campaigns?  
3. In what way does operational cost determine 
the strategy for marketing initiatives? 
4. How does your organization enlist cultural 
perspectives to help target your marketing 
messages? 
5. How do you measure return on investment in 
marketing campaigns? 
6. How important are consumers of different 
cultures to you? 
7. What percentage of your revenue comes from 
multicultural consumers?  
8. How does your organization determine 
revenue from multicultural consumers?   
9. How are target marketing initiatives for 
multicultural populations positioned as a 
priority within your organization's marketing 
plan?  
10. How is increasing market share within 
multicultural populations included in your 
strategic planning process? 
11. Last interview question, What additional 
experiences would like to share? 
Wrap up interview thanking participant Thank you again for their time. Your responses will 
be very helpful in identifying insight and strategies 
utilized in multicultural marketing campaigns. 
 
The next step is for you to review transcribed notes 
132 
 
of this interview to ensure accuracy on my part (the 
researcher). 
 
The follow-up process will be member checking to 
ensure validity and reliability of data collected.  
 
I will present you with a written report of this 
interview, offering you the opportunity to provide 
additional content or an alternative interpretation of 
the dialogue. 
 
The final case study report will be published in my 
doctoral study. 
 
 
Transcript Review Process 
 
Correspond with participants via email 
with transcripts of interpreted interview 
responses. 
 
In an email, I will provide the participants with a 
transcription of interpretations from the interview to 
ensure accuracy. 
 
Hello Participant 1, 
I appreciate the insight you provided during the 
interview. I have attached transcribed notes of the 
interview for your review to ensure accuracy on my 
part. 
 
Please confirm if your responses were captured 
appropriately.  
 
If yes, I would like to move onto the next step and 
schedule a time for a member checking interview. 
 
If no, I would appreciate if you could clarify the 
response(s) that are not accurate so I can correct 
them. Once the corrections have been made, I will 
provide an updated transcript to you for verification. 
 
Thank you for your time and looking forward to 
speaking with you in the near future. 
 
 
Schedule follow-up member checking 
interview 
When will you be available to review your responses 
to the interview questions? 
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Member Checking interview 
Introduce follow-up interview and set 
the stage 
Thanks again for your time, Participant 1.  
 
As I mentioned before, the purpose of this interview 
is member checking to ensure I interpreted the 
correct meaning of your responses. This interview 
should not last any longer than 20 minutes.  
 
Share a copy of the succinct 
synthesis for each individual question 
 
Bring in probing questions 
related to other information that you 
may have found—note the information 
must be related so that you are probing 
and adhering to the IRB approval. 
 
Walk through each question, 
read the interpretation and ask: 
 
Did I miss anything?  Or, What 
would you like to add?  
If it is ok with you, I would like to get started now. 
1. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
2. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
3. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
4. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
5. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
6. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
7. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
8. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
9. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
10. Question and succinct synthesis of the 
interpretation—perhaps one paragraph or as 
needed 
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Conclude member checking interview 
 
 
